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Join the Kali-sten-iks team, and you too 
can have the prestige that is a capital asset 


in any store. Kali-sten-iks are the favorite shoes 
of Children, Misses and Senior Misses. 
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IS LIKE 
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What you get out of the measure means more 
than the price. Loosely filled area depreciates value. 


That’s as true of packaged goods as of leather, 


Leather quality depends upon fibre strength and 


fibre density, Suede leather is a notable example. 


The nap surface of suede leather is man-made 
by cutting down all the upstanding fibres to an even 
level. The denser those fibres are at their base, the 
finer, the longer-wearing, and more luxuriant the 


nap becomes, 


TAN-ART 
SUEDE KID 


suede at its best 
in colors that sell! 
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WHAT'S 
PACKED 

INTO 

THAT 
MEASUREMENT? 


TAN-ART leather is the tightest-fibred suede 
ever tanned, Our processes shrink fibres together 
at their base and this bunching-up gives a fullness 
at the surface that provides long-wearing, beautiful 


texture, 


This luxurious look has tremendous selling ap- 
peal, Discerning women instantly know which of 
the garments they try on in stores has superior 
texture in the cloth and they will also in the shoes 


you offer of TAN-ART suede, 


ONLY, 
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INDOORS 


AND 


OUTDOORS 






ON TELEVISION— 


A direct TV tie-in with 13 NCAA football 
games! Yes, strong, selling spots, telling 
customers about JoHn C. RosBerts and 
Kinasway, will be shown in conjunction 
with the nationally-televised College Foot- 
ball ‘‘Game Of The Week”’ every Saturday 

from September 22 through December 8! 















Millions of Men 
will be seeing these 
famous brand names 
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ON BILLBOARDS— 


For those men who go out to a football game 
(or just go out) Joun C, Roperts and Kinas- 
WAY will stop them with Bia, colorful, smash- 
ing outdoor posters during September, October 
and November. 
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December, too!) and so will 
millions of style-conscious, 
economy-minded men. 
During these months the 
names JOHN C. ROBERTS 

and Kingsway will get 

the strongest selling push ever! 
How? Indoors and outdoors 
... coming and going. 


You'll remember September YN ( 
(October, November and () 


All roads will be leading to the 
dealer carrying the JOHN C. ROBERTS and 
KINGSWAY lines! 
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ON TELEVISION— 


A direct TV tie-in with 13 NCAA football 
games! Yes, strong, selling spots, telling 
customers about JoHN C. RosBerts and 
KinGcsway, will be shown in conjunction 
with the nationally-televised College Foot- 
ball ““Game Of The Week”’ every Saturday 
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Millions of Men 
will be seeing these 
famous brand names 
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ON BILLBOARDS— 


For those men who go out to a football game 
(or just go out) Joun C. Roperts and KInGs- 
way will stop them with Bia, colorful, smash- 
ing outdoor posters during September, October 
and November. 








You'll remember September 
(October, November and 
December, too!) and so will 
millions of style-conscious, 
economy-minded men. 
During these months the 
names JOHN C. ROBERTS 
and Kinasway will get 

the strongest selling push ever! 
How? Indoors and outdoors 
... coming and going. 







All roads will be leading to the 
dealer carrying the JOHN C. ROBERTS and 
KINGSWAY lines! 
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NEOLITE RUNS THE SHOE 
ADVERTISING 4 


year, NEOLITE does more 


Year after 





NEOLITE ads run in all these Big National Magazines! 











NEOLITE quality, of course, tells its own story and 
does its own selling job. All over America millions of 
people know that nothing tops Neoutre for lightness, 
flexibility and long wear! 


But NEOLITE does more—much more—than depend 
on its quality to help sell lines made with NeoLtrE, 
Consistently, year in and year out, NEOLITE runs the 
biggest advertising campaigns in the industry! 

The result? Neouire has by far the greatest public 
recognition and acceptance of all branded shoe soling 
materials made anywhere! That's why the famous 
NEOLITE trademark on the sole of a shoe is a silent 


NEOLITE SOLES 


MADE ONLY BY 


GOOD*YEAR 












salesman . . . working hard and effectively for every 
shoe manufacturer who features it! 


Dozens of leading shoe manufacturers are already 
stepping up their sales by featuring NeoLite. Why not 
join them? Your Goodyear Representative will be 
glad to show you how you can. Or, if you prefer, 
write for the complete facts to Goodyear, Shoe 
Products Division, Akron 16, Ohio, 


TELEVISION ! 


GOODYEAR TV PLAYHOUSE 
Alternate Sundays, 9-10 P.M., EDST, NBC-TV Network 


Step on it! 
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INDUSTRY'S BIGGEST 
CAMPAIGNS ! 


than anybody to help you sell! 







Everybody 
knows Neolite/ 









—_ 


HERE’S PROOF! 


@ In an impartial, coast-to- 
coast “Brand Recognition” 
Survey nearly 9 out of 10 
people knew NEOLITE! 





@ NEOLITE outranked the 
next competitive brand by 
more than 13 to 1. 
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The man says, “Wrap them” when you say, 


“The Leather is Lawrence Saxon Calf” 


There’s a decisive moment in every shoe sale, It's one 
where the man says, “Wrap them.” He'll say just that if 
you give him the one best reason: “The leather is 
Lawrence Saxon Calf.” 

This is especially true right now. The fashion people 
this year are putting the emphasis upon the leather itself, 
It’s more important even than style and color. It’s so im- 
portant that you will find it profitable to get that extra plus 
that comes only when the leather is Lawrence Saxon Calf, 


Fine ROBLEE CUSHION. FLEX 
custom grade oxford employs 
the advantages of Lawrence Saxon 
Calf, New “trim toe" with simple 
cording in “Tan” of a beautiful 
hand-tanned tone. 


The famous Lawrence skills of tanning and finishing 
bring suppleness and mellow aging that make it only more 
superb with wear. You will do well to call it to your cus- 
tomers’ attention. 

Advertised in Esquire: Lawrence Saxon, Continental 
and Polo Calf® 


A. C, LAWRENCE LEATHER COMPANY, Peabody, Mass, 


A DIVISION OF ewirt & Company (inc,) 
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WIN, PLACE AND SHOW...WITH 
FORTUNE’S NEW “‘CORDOGLOW!” 







““CORDOGLOW” (R1030) 


Three-eyelet moccasin blucher in 
rich burgundy. New "Varsity" last. 


() ar sole, rubber heel. 








to retail at 


$1095 








““CORDOGLOW” (R1265) 


Four-eyelet plain toe blucher in 
gleaming black. Leather sole, 
ber heel, 

fo retail at 


$1295 







““CORDOGLOW” (R1032) 
Moccasin-toe slip-on in warm bur- 
gundy. Criss-cross saddle, Leather 
sole, rubber heel. 

to retail at 


$1195 





Fortune Shoe Company, Nashville, Tennessee 





Leather like the glistening coat of a thoroughbred 





@ You'll win new customers, place more fill-ins and 


show bigger profits when you promote Fortune's distinctive 
new “Cordoglow” styles. These are handsome shoes, 
smartly and youthfully designed in the best Fortune manner 
and made of a rich, gleaming new leather that takes a 
wonderful shine. Retailing in the big-volume price 

field, they are sure winners in any competition. 


The new styles of "Cordoglow" leather typify the Fortune 
line, always a perfect balance of smart, sure-to-sell new 
promotions and season-after-season favorites. And Fortune 
makes it doubly easy for you to move Fortune shoes off your 
shelves, with its dynamic program of national advertising 
(Collier's, Esquire and Ebony next season) and its 
professionally planned aids for window display 

and newspaper advertising. 


We're putting all our bets on Fortune for fall. Write us 
today for detailed information about how you can sell more 
and make more with the Fortune proposition. 








| Division of General Shoe Corporation 




















BRINGS YOU COMPLETE COVERAGE 
OF TODAY'S TWO MOST SALABLE 
TYPES OF MEN'S FOOTWEAR 


SHOES THAT MEET 
THE TREND TO SMART 
INFORMAL LIVING 










Style 413 
BLACK 


Style 414 
BROWN 


This “Magnifico” 
Italian styled slip-on is just 
one of a complete range of 
Yorktown styles for casual wear which meet the 
ever-increasing trend to relaxed, leisurely living. 
Priced to retail profitably at $10,95-$12.95. 





SHOES WITH THE 
CONTINENTAL LOOK AND 
AMERICAN RUGGEDNESS 












Style 7949 
BLACK CASHMERE GRAIN 


Style 7950 
BROWN CASHMERE GRAIN 


Tassels packed 
in each carton 


Shoes with a dual 
personality: trimly Continental 
in styling, but with the American 
sturdiness and comfort that men are 
demanding for dress wear. Priced to retail 
profitably at $10.95-$12.95, 


also makers of YORKTOWN SHOES FOR BOYS 


FOR CATALOGS or for Salesman 


to Call, write 
GARDINER SHOE COMPANY, INC., Main Office, Factory and In-Stock Department, Gardiner, Maine. 


NEW YORK SALES OFFICE FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht 
Marbridge Bldg., 47 W. 34th St 817 S. Los Angeles St., Los Angeles 
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T’S BIG FOR BIG 


Davidson... 
to retail 











® There's big doin's with “Big D” these days! 
Davidson really is the “hottest” thing in the $6.95- 
$8.95 field; Davidson shoes are styled strictly so 
you can go after the fast, big and profitable young 
man's market. For example, Davidson has a number 
of terrific new style promotions for fall (typical shoes 


shown here) and many other patterns with equally 


“BULLDOZERS” 


TOP: No. P8013—"“Sharp” new 
black slip-on with notched welt and 
notched saddle. “Wear Well” nu- 
clear sole, hard heel. 


““STREAMLINERS’’ 


CENTER: No. P8042—Slim new slip-on 
in soft grain leather (mellow brown). 
“Wear Well” nuclear sole, rubber 
heel. 


“HIGH-GEAR WELTS”’ 


BOTTOM: No. P8633 — Burgundy 
plain-toe three-eyelet blucher with 
notched welt. “Wear Well" nuclear 
sole, rubber heel. 


Fortune Shoe Company, 
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DOLLAR VOLUME! 


America’s “hottest” line of styles 
profitably at ‘6%, *7%, °°! 


magnetic sales appeal. Write us today for detailed 
information about your opportunity of doing big 
dollar volume, making big dollar profits with “Big D:’ 


(With a volume order it can be arranged for you to 











have your own or an exclusive brand name on 
Davidson shoes.) 





' “high-ties”’ 


No. P8225 — Handsome two-eyelet 
moccasin-toe blucher in black, with 
unusual folded eyestay." Wear Well” 


avi { C ) n nuclear sole, rubber heel. 


SHOES FOR MEN 





Nashville, Tennessee Division of General Shoe Corporation 
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(THIS SHORT TOE 
\ IS. SENSATIONALI';! 
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MODERN AGE Growing Girls MODERN AGE” Children 


7640: WHITE AND BROWN 2640: WHITE AND BROWN 
Red Avon Cush-N-Crepe Sole and Heel Red Avon Cush-N-Crepe Sole and Heel 


7642: WHITE AND BLUE 2642: WHITE AND BLUE 
Blue Avon Cush-N-Crepe Sole and Heel Red Avon Cush-N-Crepe Sole and Heel 


7644: WHITE AND BLACK 2644: WHITE AND BLACK 
Black Avon Cush-N-Crepe Sole and Heel Black Avon Cush-N-Crepe Sole and Heel 


AAA to AA...5t010 AtoB...4to10 C...4to9 AtoD... 12%, to3 
price $5.35 price $4.65 


MB, 
DELIVERY FROM STOCK STARTING JULY 18th ey Hs 
Terms 5%—30 days, f.o.b. Reading, Pa. Is 


VYoens °° 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 


Curtis - Stephens - Embry Co., Inc. READING, PA. 


SAMPLES IN: Room 411, Marbridge Bidg., 47 W. 34th St., New York City Room 805, Alexandria Hotel, 5th & Spring Sts., Los Angeles 
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Can Education Bring 





Kditorial 





More BUYING ACTION To Shows? 


As a new emphasis on the “hard sell” comes to the 
shoe business, once again a familiar question is being 
asked; “What has happened to the old-fashioned BUY- 
ING shoe show, where attendance was large and en- 
thusiastic and substantial orders were always written?” 
Going to a shoe show then was taken as a matter of 
course. On opening day the show started off with a 
bang with a heavy attendance; retailers large and 
small were on hand, enthusiastic and buying. 

This kind of BUYING show went out with World 
War II save for some slight revival during the Korean 
trouble. There have been good shows since, certainly, 
but a pattern of consistent buying action at shoe shows 
has been noticeably lacking. 

While most contemporary shoe shows unquestionably 
offer the visitor a well-rounded educational program of 
merchandising clinics, fashion presentations and panel 
discussions—far beyond anything envisaged when the 
idea of shoe shows was first conceived—much of the 
buying action which was the life blood of the earlier 
shows, too often, is missing. 

And when it is, embarrassing questions are asked, 
“What makes one shoe show a BUYING show, and 
what makes another a ‘Bust’? Is it a matter of timing 
. . . poor management, lack of planning, or promo- 
tion?” And another favorite complaint is heard: “Why 
do merchants travel hundreds of miles to attend a show, 
spend an hour or more viewing a line and then leave 
with a polite, ‘I'll see you back at the store on your next 
trip’ ?” 

In all this discussion of BUYING shows one simple 
economic fact seems to have been overlooked. No mer- 
chant can place orders at a pre-arranged time or place 
unless he happens to be in a particularly fortunate in- 
ventory position at the time. The best timed, the best 
managed, most thoroughly promoted show will inevit- 
ably meet with limited attendance and unenthusiastic 
buying, if it happens to follow on the heels of a rainy 
spring, or opens under the threat of a strike or major 
layoff of labor. It is a relatively simple matter to time 
a show to a theoretical buying season, or to accom- 
modate its opening to a factory production schedule. 
It is quite another matter to provide that wholesome 
economic atmosphere which is essential to a BUYING 
frame of mind. Fortunately, however, activity at shoe 
shows reflects only the immediate open-to-buy positions 
of the retailers attending, and the laconic remark, 
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“Tl see you in the store,” while unquestionably dis- 
couraging to the salesman, is evidence of an economic 
reality which the salesman must face philosophically. 

In its current study, “The Shoe Traveler,” Boor 
AND SHOE RecorpeR has uncovered some very inter- 
esting information on shoe shows, more particularly 
regional shoe shows and travelers’ market weeks. No 
reference was made to them in the questionnaire which 
was used in this survey; the information developed as 
a result of unusually heavy write-in comments. 


ApparenrLy, there is little middle-of-the-road think- 
ing among traveling men on the subject. They are 
strongly for shoe shows or violently against them. 
Salesmen for well-established lines, usually branded 
shoes, regard shoe shows as a necessary and construc- 
tive force in their selling, a place at which to meet, 
visit and discuss the merits of their lines with their cus- 
tomers in a business-like atmosphere. The actual plac- 
ing of orders is a matter of secondary importance. 
Having had four to six weeks selling on the road 
before show time and having seen their key accounts, 
they’ve felt the pulse of the market, and have written 
at least some of their business. If their customers arrive 
at the show open-to-buy, so much the better, and 
any sales made are on the profit side of the ledger. 
Salesmen recognize the fact that some of their cus- 
tomers have come to shop other lines and, confident in 
their own line, fear little from the competition across 
the hall. 

Should the customer remark, “I'll see you back in the 
store,” they take the remark at its face value, reason- 
ably certain that an order will be forthcoming later. 

But, there is another group of travelers which has an 
entirely different appraisal of shoe shows. Their loud- 
est peeves are the high cost of attending shows, the 
fact that there are too many of them, and that they lose 
time attending shows which might better be used in 
store calls, 

Unfortunately, some of this group represent factories 
which seem to be chronically in need of cutting. After 
four to six weeks on the road, they come to a regional 
show with a “do or die” attitude. If their lines happen 
to click and orders result, the word goes out over the 
grapevine that the show was a real BUYING spree. 
If not, home they go, disappointed. 

[TURN TO PAGE 84, PLEASE] 











THREE GENERATIONS AT FREEMAN 


For 31 years Guy Rumery (center) has applied 
his fine craftsmanship to Freeman Shoes. 

His son, Marshall (left), has been with the company 
for 22 years, and two years ago Marshall's son, 
Vinton (right), joined the Freeman organization. 
in addition, the wives of both Guy Rumery and 


Marshall Rumery are Freeman employees. 


We have 
been 
asked... 


Are shoemaking 
standards at Freeman 
as high as ever? 


The answer is... 
“They have never 


been higher!” 


Altogether, the three members of the Rumery 
family pictured here represent a total of 55 years 
of bootmaking craftsmanship at Freeman. These 
experienced shoemakers are in a position to 
know what goes on—and what goes out—from 
day to day. 

Guy Rumery, his son, and his grandson can, 
and will, assure you that at no time have our 
plants been better equipped, or our standards 
higher than they are right now! 

Our leather buyers are in constant touch with 
the top tanneries, hand-picking only the kind of 
hides that are warthy of being crafted into the 
very finest Freeman shoe brands. 

Our mechanical facilities are not only up-to- 
the-minute, but include shoemaking innovations 





that others would be glad to copy—methods 
that we guard carefully. 

Our men are bootmakers in every sense of the 
word—proud of their plants and their output, 
proud of the long tradition of craftsmanship be- 
hind them. 

All of this means that whcn you take a Freeman 
shoe from its box you’re holding the kind of 
footwear quality that’s made Freeman famous. 

It means that when we say Freeman shoes 
are “wonderful feeling” there’s no question about 
their being just that! 

Your customers can see and feel the difference! 
You can count on Freeman to give you the best. 
And we mean to keep it that way! 


FREEMAN SHOE CorporATION, BeLoir, WISCONSIN 
Serving over 5,000 of America’s Finest Shoe Dealers 


Wondertul Feeling Eee EEM AWN Shoes for Men 
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ACME BOOT COMPANY 
Clarksville, Tennessee 


June 15, 1956 
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A greatly exaggerated 
turn-down toe to hold 
the foot in the stirrup 
was the unique feature 
of this so-called riding 
boot. Used in medieval 
England, the boot was 
an ensemble of leather 
lined greave or leg ar 
mor, and laminated sab 


baton or foot covering 
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FAMOUS BOOTS FROM THE HISTORY OF FOOTWEAR 














TODAY eee the first choice is 


Acme Cowboy Boots, the true reflection 
of the colorful American West. These 
boots, crafted of top-quality leathers, are 
in authentic western designs from original 
hand-cut patterns. 


RETAIL PRICES: 
infants! — $3.95 to $6.95, Boys’ and Girls’ — $4.95 to $12.95 


Ladies’ and Men's — $12.95 to $19.95 





For Comfort ana 
Preserved Beauty 


of 


Toe Contour 


For toe comfort and that “showroom” look 
in the toe area .. . rely on “Celastic.”’ 
Use “Celastic” for firm box toes, “Soft Box Celastic” for supple 
but resilient toe area support. Either matezial can be 
depended on for faithful performance and good looks. 
There’s a “Celastic”’ for unlined footwear, too. SColaule ls @ rogloered trademert of the Celeste Corp. 


UNITED SHOE MACHINERY CORPORATION +« BOSTON, MASSACHUSETTS 
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ateway to 
the tremendous 
back to college 
market 


This Taylor advertisement appearing in the 
September issue of ESQUIRE, supplemented 
by further promotional mailings direct to 
college men, brings the three top campus styles 
by the accepted leader of university shoes to 
the attention of 1,800,000 college-going men 
with three hundred million dollars to spend! 


Are you planning to get your share? 


Featured on the opposite page are Taylor’s 
campus indispensables — the styles that will 
roll up the volume: #6143, Genuine Deep 
Burgundy Shell Cordovan; #208, Chestnut 
Saddle Classic; and #6510, Genuine White Im- 
ported Buck. Write, wire or phone collect 
today for complete information. 


EK. FE. TAYLOR CORP., FREEPORT, MAINE 
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A WORLD OF FRESH, NEW COLORS FOR THE 


vege r 





@®SUPER SOFT 


@ SUPER LIGHT 
@SUPER FLEXIBLE 
®@ SUPER TOUGH 
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ARGEST-SELLING CUSHION SOLES 
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enjoy the comfort of 


Lethe / 


Men in the mood for relaxation look 
to leather footwear—for no material could be 
more restful for the foot than 
leather! Illustrated here: Bambo Seniors 
made with Rueping’s TOMAHAWK 
a smooth, lustrous, richly finished 
leather preferred everywhere for 
shoes that are easy and 


flattering to wear. 


SHOES: Bambo Seniors 
Style No. 5222 

S. C. Spatola Footwear, 

Div. of Pierce Shoe Mfg. Co. 
Waycross, Georgia 





LEATHER: Rueping’s TOMAHAWK 
No. 90 Black 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Tariff Cuts Open Door to Influx of Foreign Footwear 


Eisenhower Administration’s Tariff Concessions on Imported F ootwear of All Types Will Involve 
an Estimated $5.7 Million Based on 1955 Trade Reports—New Conditions Effective June 30 


WASHINGTON—The Eisenhower Ad- 
ministration has granted substantial 
tariff concessions on imports of foreign 
footwear, thus clearing the way for 
heavy gains in the volume of imported 
shoes of all types. 

The concessions were granted by the 
U. S. State Department and officials 
from 21 other nations participating in 
the general agreement on tariffs and 
trade during four months of negotia- 
tions earlier this year at Geneva, 
Switzerland. The concessions become 
effective June 30. 

The total value of the imported foot- 
wear involved in the concessions made 
by the U. S. is estimated at about $5.8 
million, based on 1955 trade records. 

The total value of all concessions 
made on all commodities and products 
by the U. S. at Geneva is estimated at 
approximately $1 billion. 

Total imports of all the footwear on 
which concessions were granted by the 
U. S. amounted to $4,899,018 in 1954, 
and to $5,693,047 in 1955. 

The United Kingdom is the principal 
beneficiary of the concessions on foot- 
wear. The U. K. supplied $2,726,430 of 
1954 imports. Other nations that will 
derive substantial benefits from the 
concessions on the basis of 1954 imports 
are Switzerland, Italy, Canada, West- 
ern Germany and France. 

Here is the official state department 
text on concessions made on imported 
footwear: 

“Reductions in the duties on several 
types of footwear were granted as di- 
rect concessions to the United Kingdom, 
Italy, and the Federal Republic of Ger- 
many. Leather welt footwear was the 
principal type on which a concession 
was granted. In 1954, 455,000 pairs of 
men’s, youths’, and boys’ welt foot- 
wear, valued at $3,361,000, and 92,- 
000 pairs of women’s, misses’, infants’, 
and children’s welt footwear, valued at 
$739,000, were imported into the United 
States. 

“In 1955, imports of men’s welt shoes 
amounted to 634,000 pairs, valued at 
$4,417,000, and imports of women’s welt 
shoes amounted to 76,000 pairs, valued 
at $625.900. Imported welt shoes are vir- 
tually all of medium and high grades 
and are equal to less than one per cent 
of domestic production, A concession 
was granted to Italy for a reduction of 
the duty on two types of casual foot- 
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wear, 

“Footwear with uppers of vegetable 
fiber other than cotton and soles other 
than rubber or leather, and alpargatas 
with uppers of cotton or other vegetable 
fiber. Imports of this casual footwear, 
which amounted to $268,000 in 1954 
and to $619,000 in 1955, consist largely 
of styles not produced in the United 
States. 

“As a concession to the United King- 
dom, the duty was reduced on McKay 
sewed leather boots and shoes for wo- 
men, misses, infants, and children. Be- 
cause of a shift from the McKay meth- 
od to the cement and other methods of 
shoe construction by both domestic and 
foreign manufacturers, imports of these 
shoes, which in 1954 amounted to 6,000 
pairs valued at $29,000 and domestic 
production have both been steadily de- 
clining. 

“Imports are equal to less than one 


per cent of domestic production. A re- 
duction in the duty was also made on 
turn or turned leather footwear other 
than boots and shoes. The concession on 
such footwear for men, youths, and 
boys, imports of which amounted to $1,- 
679 in 1954 and to $618 in 1955, was 
negotiated with the Federal Republic 
of Germany, and the concession on this 
type of footwear for women, misses, 
children, and infants, imports of which 
amounted to $574 in 1954 and to $17,- 
400 in 1955, was negotiated with the 
United Kingdom.” 

In addition, the U. S. tariff negotia- 
tors also made concessions on leathers 
with an estimated import value in 1955 
of $3,711,000. The United Kingdom is 
the prime beneficiary of the concessions 
granted on leathers, having supplied 
about two-thirds of the total import 
volume. Other countries deriving bene- 
fits are Germany, Sweden, and France. 





NSMA Names Successor to Sheskey’s Resigned Post 


New York—lIver M. Olson has been 
appointed economist of the National 
Shoe Manufacturers Association, Mer- 
rill A. Watson, executive vice-president, 
announced. Mr. Olson will join the as- 
sociation either on or before August 1, 
depending on the completion of his 
present commitments. He succeeds 
William Sheskey, who resigned to join 
Hanover Shoe, Inc. 

Mr. Olson is a graduate of Dart- 
mouth College and the Tuck School of 
Business Administration and has com- 
pleted the academic requirements for a 
doctor’s degree at the University of 
Chicago. From 1947 to 1953 he taught 
marketing and market research and 
served as chairman of the marketing 
department of DePaul University, 
Chicago. 

His business experience includes work 
as a trainee with the General Electric 
Company and the import and export 
business. From 1958 to April, 1956, he 
was employed by Market Facts, Inc., a 
market research organization, as mar- 
ket analyst and later as vice-president 
of a subsidiary, Market Facts National 
Panels, Inc. 

He has planned and supervised mar- 
ket research studies. In his capacity as 
vice-president of Market Facts Na- 
tional Panels, Inc., he supervised the 
development and maintenance of na- 
tional mail panels of housewives. His 





IVER M. OLSON 


experience in these fields includes 
studies at the national and local levels 
for manufacturers of consumers’ prod- 
ucts, industrial goods, and farm sup- 
plies. 

Outside activities include the presi- 
dency of the Chicago chapter of the 
American Marketing Association. 

“Mr. Olson’s experience,” said Mr. 
Watson, “will make it possible for us 
to offer our members considerable ser- 
vice in the marketing area. We believe 
that many members will find it helpful 
to consult with Mr. Olson on their mar- 
keting problems.” 
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300,000 View ‘Shoe Show’ at Seattle Industry Exposition 


SeaTrte—Seattle residents exhibited 
a pronounced curiosity about shoes— 
what constitutes value in a pair of 
shoes, how they are made, materials 
and component parts, how they are 
styled — virtually everything in the 
shoe-making process. 

About 300,000 of them came to view 
a “shoe show” open to the public as 
part of the 1956 Union Industries 
Show, a $23-million exposition of trade 
skills and industry products sponsored 
annually in a major city by the com- 
bined unions of the American Federa- 
tion of Labor. 

The Boot and Shoe Workers Union 
displayed more than 700 different styles 
produced by American manufacturers, 
in a 100-foot-long booth. An estimated 
200,000 persons asked questions about 
shoes and the shoe business. 

On hand were 20 skilled shoe men, 
officials of the BSWU assigned as edu- 
cational counselors to demonstrate and 
explain. 

Virtually every shoe retailer in the 
Seattle area was invited to attend the 
show in a personal letter from John 
J. Mara, president of the union. About 
300,000 copies of the specially-pre- 
pared booklet, “Your Shoes—A Short 
Story You'll Long Remember,” were 
distributed. 

The booklet was well distributed. 
Some school teachers in the Seattle area 
requested copies for distribution in 
their classrooms. Julius Schnitzer, 
head of the Leather, Shoe and Allied 
Products Division of the U. S. Com- 
merce Department said the pamphlet 
would be listed in the Commerce De- 
partment’s revised bibliography. Sam 
Sullivan, president of Independent 
Shoemen and operator of four shoe 
stores in Laredo, Tex., requested per- 
mission to run the entire text in a 
full-page new.’ -»er ad in his area. 

Shoe indusujy public relations car- 
ried off a coup in the area when the 
union ferretted out the family in the 
area with largest number of children 
under 18 and outfitted them all with 
new shoes at a local shoe retailer’s. 
Seattle newspapers gave the promotion 
considerable space. 


Shoe industry public relations were 
carried on to the hilt even when its 
character underwent a decided change. 





Tom Cory, of the Boot and Shoe Work- 

ers Union fits a pair of modern glass 

for Marlene Hill, the jef-age 

Cinderella who was “Miss Union Label” 

at the Seattle exposition during which 

300,000 visitors viewed the shoe indus- 
try booth. 


For some réason, lost children and lost 
parents seemed to favor it above all 
oth as a rendezvous. Many show 
viewers stopped at the booth requesting 
balm for tired feet. There were also a 
number of cases with broken shoe laces 
and broken shoe straps. The educa- 
tional counselors, all skilled shoe men, 
made repairs on the spot. 

All observers agreed that the coun- 
selors did yeoman service. A woman 
who wanted to know why girdles and 
garter belts weren’t equipped with a 
leather hem to prevent wear and tear 
was given the same interested atten- 
tion as a genuine Indian chief from 
Puyallup who wanted to know the 
name of the manufacturer of Indian 
moccasins displays, and the two Eskimo 
seamen, off their docked Alaskan ship, 
who were searching for factory-made 
mukluks. 

The same “public shoe show” has 
appeared, during the past 11 years, in 
Cleveland, Cincinnati, Philadelphia, 
Buffalo, Chicago, Boston, Minneapolis, 
Los Angeles, St. Louis and Milwaukee. 





Sandler of Boston Unveils $600,000 Headquarters 


Boston—Sandler of Boston an- 
nounced the opening of its new head- 
quarters in the New England Industria] 
Center, at Needham Heights in subur- 
me Boston. The modern, one-story 

building designed to Sandler specifi- 
cations at a cost of more than rte 
will serve as the “nerve center” for the 
seven Sandler factories 


New England. 
An open-house was held June 13. 
The new, building, which 


was started iast November and com- 
pleted this April, has 80,000 square feet 
of space, is set on a land lot of 160,000 
square feet. It has a warehousing 
capacity of three-quarters of a million 
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pairs of shoes, will serve as the main 
shipping center for all the firm’s plants. 

Company officials said that the plant 
site, 10 miles from the heart of con- 
gested Boston, was selected in conform- 
ity with the decentralization trend of 
modern industry. 

The new building will serve as head- 
quarters for all the company’s execu- 
tive and administrative functions. Here 
will be centralized all Sandler opera- 
tions covering styling, sales, advertis- 
ing, production control, in-stock, pat- 
tern making, sales promotion, shipping, 
invoicing, merchandising and customer 
services, receiving, leather buying, sam- 
ple rooms, and general administration. 





Construction Begun on New 
$375,000 Vaisey-Bristol Plant 


Str. Lours—Construction has begun 
on the new $375,000 factory building 
of the Vaisey-Bristol Shoe Company 
at Monett, Mo. 

An additional 75 employees will 
eventually be added, George Meierhof- 
fer, manager of the local company, 
said, bringing the total to approxi- 
mately 365. 

The main factory building will be 
265 feet by 141 feet, with walls of 
haydite blocks. There will be no parti- 
tions in this area. Another building 
east of the main structure will contain 
boilers, maintenance facilities, coffee 
shop and laundry. It will measure 24 
by 150 feet. 

An office building wing will be con- 
nected to the main plant by a covered 
walkway. As a means of providing 
maximum safety to personnel, a non- 
inflammable cement storage house will 
be constructed at one corner of the 
main building. 

All structures will have concrete 
floors and columns with walls of haydite 
blocks and roofs of four-inch concrete 
slabs. Soft pastel colors will be used 
throughout the interior decoration. 

Other modern features of the new 
factory will be a vacuum-cleaning sys- 
tem consisting of a network of ducts 
beneath the floor to whisk scrap leather 
and debris to the incinerator, air con- 
ditioning with controlled humidity, and 
a parking area for 175 cars. 

The Vaisey-Bristol Shoe Company 
began manufacturing Jumping-Jacks 
shoes in October, 1947. Starting with a 
force of only 40 employees, the company 
grew steadily during the past nine 
years. Originally the plant manufac- 
tured an infants’ shoe with a contin- 
uous sole up the back, but the opera- 
tion was changed in 1952 to a dress 
type shoe for children from 4 to 10. 
The original infants’ shoe is now manu- 
factured in Ponce, Puerto Rico, by a 
company owned by Robert A. Bristol 
of Rochester, N. Y. 





Consumer Footwear Prices 
Rose 1.1 Per Cent in April 


WASHINGTON — Consumer footwear 
prices rose 1.1 per cent in April, 1956, 
according to the consumer price index 
released by the U. S. Department of 
Labor. The rise was from 121.9 in 
March, 1956, to 123.0 in April. 

This footwear price advance is for 
the tenth consecutive month, but the 
Labor Department says the increases 
were offset by reductions in men’s and 
boys’ and women’s and girls’ general 
apparel prices. 

The index is based on the prices cur- 
rent between 1947 and 1949, which base 
was pegged at 100. The footwear index 
in April, 1955, was 116.9. 

General prices in American cities 
rose .2 per cent overall between March 
and April, 1956. 
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$200,000 Shoe Promotion Fund in Sight 





Jarman Says $70,000 of NSI-Sponsored Shoe Industry Fund 
Has Already Been Collected—Expects Balance by August 20 
New York—The executive committee of the National Shoe Institute ex- 


pected that the campaign to raise $200,000 for a shoe-industry public relations 
program would be realized by August 20, when its board of trustees will meet 


here to review the progress in the drive. 


Maxey Jarman, chairman of the Gen- 
eral Shoe Corporation and chairman of 
the NSI board of trustees, revealed 
that $70,000 had already been collected 
toward the goal figure. He said hun- 
dreds of manufacturers and retailers 
had already joined the campaign. 

Component major association of the 
shoe industry which make up NSI are 
the National Shoe Manufacturers Asso- 
ciation, the National Shoe Retailers 
Association, the National Association of 
Shoe Chain Stores. and the New Eng- 
land Shoe and Leather Association. 
These have more than 1,000 manufac- 
turers and 30,000 retailers. Contribu- 
tions to the campaign have been set 
by the committee at eight cents per 
thousand of gross sales for manu- 
facturers and five cents per thousand 
for retailers. 

For the past five years NSI has car- 
ried out a successful program of en- 
couraging newspaper publicity and re- 
tail advertising tied to seasonal open- 
ing, said Mr. Jarman, although the 
organization has been “pitifully under- 
financed.” 

Last year alone, he said, more than 
750 newspapers, with 24 million 
readers, had either run sections devoted 
to news about shoes or published edi- 
torial matter or local retail ads, basic 
mats for which had been provided by 
the institute. 

The next phase of the program 
should include the following, he said: 

¢ Bigger seasonal opening news- 
paper promotions. 

¢ Greater cooperation with fashion 
and consumer magazines to put shoes 
more directly in the editorial highlight. 

¢ Creation of educational film ma- 
terial for use by TV stations. 

¢ Free distribution of sales aid kit 
material. 

e A steady flow of publicity in al! 
media, using every possible angle of 
approach. 

Mr. Jarman emphasized that an am- 
bitious publicity and advertising pro- 
gram would be prohibitively expensive 
for individual manufacturers and re- 
tailers. 

He said therefore that, “between now 
and August 20... four to five hundred 
manufacturers and several thousand 
retailers will be canvassed to make cer- 
tain that every leading company in 
the industry is given the opportunity 
to assume its responsibility in this in- 
dustry-wide effort. Never before in 
our history has the shoe industry had 
a sales potential as great as it faces 
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today. But, on the other hand, never 
before has it faced such vigorous and 
intensive competition from other con- 
sumer goods,” 

The executive committee of the Na- 
tional Shoe Institute, sponsoring the 
drive, consists, in addition to Mr. Jar- 
man, chairman, also of Joseph Stern, 
chairman of the finance committee; and 
David Herrmann, Miles Shoes, and 
member of the Joint Industry Commit- 
tee of Popular Price Shoe of America; 
Louis ‘Salvage, of the Louis H. Sal- 
vage Shoe Company, Inc., and a past 
president of the New England Shoe 
and Leather Association, and Gilbert 
Hahn, of Hahn Shoe Stores, Washing- 
ton, D. C., and president of the Na- 
tional Shoe Retailers Association. 





Slosberg Becomes Member 
Of Brandeis Trustees Board 


WALTHAM, Mass.— The election of 
Samuel L. Slosberg, president of the 
National Shoe Manufacturers Associa- 
tion and president of Green Shoe Manu- 
facturing Company of Boston, as a 
member of the board of trustees of 
Brandeis University was announced 
by Abraham Feinberg, chairman of the 
board of trustees. 





SAMUEL L. SLOSBERG 


Mr. Slosberg is also a director of the 
New England Shoe and Leather Asso- 
ciation. During World War II, he acted 
as chief of the Children’s Shoe Division 
of the War Production Board. 

He is a trustee of Beth Israel Hospi- 
tal, of Children’s Hospital, and of the 
Associated Jewish Philanthropies. He 
is also vice-president of the Harvard- 
Radcliffe Hillel Foundation. 

Active in art and music affairs in 
the Greater Boston area, he was one 





Support Shoe Promotions 
Schiff Asks Detroit Retailers 


Detroir—The shoe industry has been 
getting a “smaller and smaller per- 
centage of the consumer dollar,” accord- 
ing to Herbert H. Schiff, vice-president 
of the Shoe Corporation of America 
in a recent address to members of the 
Detroit Shoe Retailers Association. 


Mr. Schiff said that per capita has 
increased by 60 per cent in the country 
in the last ten years, while, during that 
period, shoe sales have remained almost 
stationary. 

He saw the problem as resulting, in 
part, as “man-made rises” in economics 
—increased costs in freight, labor, ad- 
vertising, supplies and fixtures — re- 
sulted in a conflict arising out of trying 
to get the consumer to pay a higher 
price when he has been used to paying 
a set price. 


“The answer to both of these ques- 
tions is the same,” declared Mr. Schiff. 
“We can take a cue from other con- 
sumer goods industries and also hard 
goods industries. We must put ele- 
ments of convenience and luxury into 
shoes to a greater extent than ever be- 
fore. 

“We all realize that if people were 
to buy shoes only as a basic necessity, 
about half of our retail stores and shoe 
factories would have to close. We all 
know the great extent to which style, 
construction, materials, and design are 
contributing to the increase of shoe 
sales; but, we have evidently not done 
enough to put the element of conve- 
nience and luxury into our shoes and 
their presentation to the public.” 


Mr. Schiff also saw the need for in- 
creasing unit sales. He called the New 
in Shoes campaign just a start in pro- 
moting shoes to the general public on 
an industry basis. He said that in 
the past six months the National Shoe 
Institute, comprising the National Shoe 
Manufacturers’ Association, the Na- 
tional Shoe Retailers Association, the 
National Association of Shoe Chain 
Stores and the New England Shoe and 
Leather Association, has convened to 
evolve a plan to promote shoes ever 
more aggressively to the public. 

He asked the retailers not only to 
support such a campaign, but to “en- 
courage” the manufacturer to play his 
part in the program. 





of the founding members of the Friends 
of Creative Arts of Brandeis University 
and served as a vice-chairman and 
chairman of the group. He has been an 
ardent supporter of the University 
since its early days and, through the 
generosity of the Slosberg Family 
Foundation, the Slosberg Music and 
Art Center is currently under construc- 
tion on the Brandeis campus. 
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F. J. Rueping, Tanning 
Pioneer, Dies in Fond du Lac 


Fonp pu Lac, Wis.—F. J. Rueping, 
chairman of the board of the 
Fred Rueping Leather Company since 
1943, and a pioneer in the tanning in- 
dustry for nearly 70 years, died at his 
home here. He was 89, and had been 
in failing health for the last eight 
years. 





F. J. RUEPING 


Following a year’s training at a Ger- 
man tannery, Mr. Rueping started in 
the tannery business here. The firm 
was incorporated in 1894 and its name 
was changed from William Rueping 
and Sons to the Fred Rueping Leather 
Company. 

Mr. Rueping took a prominent part 
in the development of new industries 
in Fond du Lac and had interests in 
various firms. He was a past president 
of the American Hair and Felt Com- 
pany, Chicago; the Wisconsin National 
Life Insurance Company, Oshkosh, and 
was a director of the old Fond du Lac 
National Bank. 

He was active in many charitable en- 
terprises and was president of the 
Fred Rueping Foundation, Inc. 

A fond ambition, he held for many 
years, was to witness the one-hundredth 
anniversary of the tanning firm, which 
was marked August 5, 1954. 

Survivors include two sons, Frederick 
E. and Philip E. and a daughter Mrs. 
Florence Van Pelt; four grandchildren 
and five great-grandchildren. Mr. Rue- 
ping, born in Fond du Lac in 1867, was 
the son of Frederick and Margaret 
Thuerwachter Rueping. His wife, the 
former Lena Molitor, of Detroit, died 
before him. 


Shoot Shoe Film in Canada 


MONTREAL — The S h oe Information 
Bureau of Canada has begun shooting 
a 16-millimeter sound and color film, 
“Walk in Health,” timed 12 minutes. 

The material is plotted around an 
average Canadian family and an aver- 
age Canadian shoe store. The commen- 
tator will point up the benefits coming 
from correctly fitted shoes worn for the 
occassion for which they were designed. 
Care of the feet and shoes will also be 
brought into the story line. 
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Italian Firm Offers Licenses 
To Produce Synthetic Files 

New York — An Italian chemical 
concern has offered to license a new 
process in this country for making 
plastics and synthetic fibres. 

The Italian firm is the Montecatini 
Company and its U. S. representative 
is the Chemore Corporation. 

The inventor of the process, Dr. Gui- 
lio Natta, of the Milan Polytechnical 
Institute and managing director of 
Montecatini, made the announcement 
at a research conference of internation- 
al scientists in New Hampshire. 

The new product, related to poly- 
ethylene, is a polypropylene plastic 
made from oil refinery gases. The new 
product differs from polyethylene in 
that it is harder, tougher and durable 
against higher temperatures. 

Though now in an experimental stage, 
synthetic fibres produced from the new 
product, it is said, will be stronger than 
nylon and will be able to be made into 
yarns varying from silk-like threads, 
ranging through yarns similar to wool 
and also into heavy rope. 


Johansen, Tober-Saifer, Win 
Annual Advertising Awards 

St. Lovis — Two St. Louis firms, 
Johansen Brothers Shoe Company and 
Tober-Saifer Shoe Manufacturing Com- 
pany, have received the Gold Award 
presented by the National Federation 
of Advertising Agencies in their an- 
nual creative awards competition. Both 
campaigns cited were prepared by the 
Roman Advertising Company of St. 
Louis. 

The Johansen Brothers Shoe Com- 
pany campaign aimed at building 
brand-consciousness for the Johansen 
name and at establishing the company 
as a fashion leader at a moderate price. 
Prestige fashion magazines were used 
to promote ads with one, two and three 
shoes, dramatically presented. 





The Tober-Saifer Shoe Manufactur- 
ing Company trade series featured 
bright, stylized illustrations of a young 
girl who was described as being sold 
by the retailer who could offer fashion 
shoes at budget prices. Lists of Can- 
gemi dealers were incorporated into 
the ads. 

Judges for the annual creative com- 
petition included Mortimer Berkowitz, 
Jr., advertising manager of Woman’s 
Home Companion Magazine; Louis 
Tannenbaum, advertising director of 
Gimbel Brothers, New York City; and 
Jules Archer, art director of Fuller, 
Smith and Ross Advertising Agency. 





Desco Shoe Company Shows 


New Quarters to the Trade 


New York—The Desco Shoe Cor- 
poration and its subsidiary, Rex Shoe 
Company, unveiled new quarters in an 
open-house to the trade June 6. 

The entire operation fills three floors 
of the Bowery Savings Bank Building, 
209 West Thirty-Third Street. The 
building is opposite Pennsylvania Sta- 
tion. 

All offices are air-conditioned. Fur- 
nishings are modern and include wall-to- 
wall carpeting, simulated daylight 
lighting and opaque glass windows 
paneled with walnut, thus eliminating 
the need for curtains or draperies. 
There is a spacious showroom for the 
Deseo Revelations and another for 
the Rex Thrill-Mates and Darlin’s. 

Adequate space has been set aside 
for design creation and sample making. 

The factories in Webster, Mass. and 
Exeter, Pa., will continue to manufac- 
ture the complete lines carried by the 
parent company and its subsidiary. 

Desco and Rex officers present at 
the open-house were Fred J. Diamant, 
Max Eisenberg, Jacob Eisenberg, and 
Emil Eisenberg. 





Shoe Output Continues Drop, Decline to Last 3 Months 


Beginning-of-the-year forecasts that 
the shoe industry would shortly trim its 
sails in regard to shoe sales and shoe 
production are being fully borne out ac- 
cording to a news bulletin release by 
the National Shoe Manufacturers As- 
sociation. 

Association members were advised of 
the new tack at a February breakfast 
meeting, though at that time, January 
and February production was running 
15 per cent ahead of the same two 
months in 1955. The slackening has 
continued further since then so that 
March’s total was only 10 per cent 
ahead of last year; it was down to 6 
per cent at the end of May, and cur- 
rently, NSMA’s advance weekly order 
curve shows bookings for the year to 
date are running 1 per cent behind last 
year. The association expected the 
downward trend to hold for more than 
the next three months. 











As shoe manufacturers trimmed out- 
put, hide prices also took a dip. Light 
native cowhides are down two cents 
from the peak in April, bringing 16 
cents a pound in Chicago. 

Much of the January-February pro- 
duction went to fill the void created by 
strikes in the latter part of 1955. It was 
expected, therefore, that good Easter 
sales would fill a critical need, but the 
sales never materialized due to poor 
selling weather. The association em- 
phasized, the slackening would have 
continued despite a good Easter period. 

The lingering impression that sales 
to date are still ahead of last year is 
caused, says the association, by the re- 
ports of shoe chains whose additional 
stores are responsible for most of the 
reported gains and by the fact that re- 
tail prices are 3 to 5 per cent above 
those of last year. However, pairage 
sales are behind. 
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FASTEST! 








MOST COMPLETE! 





. . » featuring genuine welts and 


compo construction from tots to sub-teens 


suggested retail for most styles 85 50 to $69 


A few styles slightly higher. 


Write us for franchise for your city. Send for our catalog today. 


AM ERICAN JUNIOR S S H O E Cs Be. at 
ONE ISLAND STREET, LAWRENCE, MASS. 
Division: Consolidated National Shoe Corp. 
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... the comfort shoe with a style plus! 


The Dr. Locke shoe is America’s #1 comfort shoe . . . with 5 
exclusive and patented built-in features directed by Dr. M. W. Locke himself. But in today’s market, 
comfort is not enough. Customers want to satisfy their style sense too. And we at the Dr. Locke 
factory have learned to combine both the original Dr. Locke features with fine modern 
styling. We invite you to see the new Dr. Locke shoes — so handsome they could 


sell on style alone . . . so outstandingly comfortable they assure solid repeat business. 


DR. LOCKE’S EXCLUSIVE COMFORT FEATURES AT ALL TROUBLE POINTS 
1. Dr, Locke Heel Wedge helps shift weight outward 3. Dr. Locke Elongated Heel assists in distributing weight 
2. Dr. Locke Sole Wedge helps relieve arch strain 4. Dr. Locke Arch Support helps reduce arch strain 
5. Dr. Locke Steel Shank supplies the backbone of sturdy construction 


FIELD AND FLINT CO., 
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GREAT NEW 
» DOUBLE- FEATURE 
_ PROMOTION 





TERRY MOORE, co-starring in 


“BETWEEN HEAVEN AND HELL”. 
A 20th Century-Fox Picture in CinemaScope 
Color by DeLuxe. 

Featured in Huskies national advertising! 
Opening in your city at tie-in time! 








> OVER 10,000 MOVIE THEATERS—OVER 40,000,000 TEEN-AGE FANS 
(Reached by our ads in 13 National Magazines)... combine to bring you the 
biggest and most exciting selling campaign in Huskies history. 









£ ha enty of Local Theater Tie-ins!... Plenty of Local Promotion and Display 
: . teri) All add up to PLENTY OF PROFITS FOR YOU! 


his big. Fall Promotion story "em your local Huskies distributor—or write: 


co SHO 0.; 47 West 34th St., C peries Honesdale, Pa, * In Canada, Conada West Shoe Co., Winnipeg 
pi : ES ‘a HOUSED IN 19 CITIES FOR 24 HOUR IN-STOCK SERVICE! 
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Does Fabricushon really 
elp to sell shoes? 


These important shoe manufacturers say “YES”. . 











"Some of our largest egg patterns have 
FABRIcushon in the vamps. t is our belief 
that this type doubler has not only made the 
shoes more comfortable, but has added a 
certain style eye appeal." se 


PETERS SHOE mae 








"Two years ago we were startled by the 
tremendous consumer acceptance of our shoe 
made with FABRIcushon lining, which developed 
"The number one reorder shoe from our a powerful amount of business for us. But 
In-Stock Department carries your the most gratifying part ... lies in the 
FABRIcushon linings." amount of follow-up business we have continued 


AMERICAN GIRL SHOE ee a to receive." 








PENNANT SHOE COMPANY 



























WHY? 

FABRIcushon foam-fabric lining adds glove- 
like flexibility and comfort to high styling... 
actually breathes for coolness . . . handles like 
ordinary fabric... keeps the shape. 
Shouldn’t you find out more about FABRI- 
cushon foam-fabric lining . . . and what it can 
do for your sales? We’ll be glad to help you. 





FABRIcu shor 


vrocess wedded Mid 


fabric-to-foam 


THE KENDALL COMPANY 
Andrews-Alderfer Division 
1055 Home Ave., Akron, Ohio 
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The only children’s shoes in all ori that dares giiiliour customers 
this double-guarantee . . - BACKED BY | 
LOCAL 24-HOUR FILLIN SERVICE! ie 
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.. Beckwith - 


combines : 
. three CEMPENTOS. : 
into a 


modern Hlexiiole unit 














Beckwith Manufacturing Company announces merger with its 
wholly-owned subsidiaries, Ardep- -Rayshine Co. and Felt Process 
Company. The business will continue its operations under the new 
name of Beckwith-Arden Inc. 


A new modern plant, designed ae conditioned to permit the most 
efficient utilization of manpower and equipment, will augment 
production of the widest range,of advanced box toe styles and 
materials ever available to the shoe manufacturer. 


The sales personnel remains unghanged, but service to customers 
will be expedited all along the line. 


Beckwith-Arden Inc. 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES AND AGENTS: 
SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin, Milwaukee * Beckwith Box Toe, Ltd., Sherbrooke, P. Q., Conada 
Victory Plostics Co., wan Mass, * Sofety Box Toe Company, Boston, Mass. 


AGENTS: Wright-Guhmon Co.; St. Louis, Missouri —— Sales Co., Reading, Pennsylvania 
The Geo. A. Springmeier Co., Cincinnati, Ohie * Fectory Su plies, inc., Milwaukee, Wisconsin 
EXPORT, Ralph S$. Wilder & Sons Ce., Boston, Mass. * Colin Sonor. Port "Elizabeth, South Africa 
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INFANTS', CHILDREN'S, BOYS' 
AND MISSES' FOOTWEAR 


to retail at 


69 ,,S550 


For Catalog or Saleaman’'s Call, write to: 


SHERMAN BROS. SHOE MFG. CORP., 230 JACKSON STREET, LOWELL, MASS. 
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What's in it for YOU- 
Mr. Dealer 


the NEW Herbst plant 
at Lomira, Wisconsin 













Soon there will be 


two major factories producing 


Your stake in this new Herbst plant, that will be in 
operation soon, is a very personal one. It can and 
will fortify your future! 

These increased production facilities are designed 
to keep pace with your expanding opportunities to 
sell more CHILD LIFE Shoes and their related growth 
lines — TOM SWIFT shoes for older boys, and SPORT 
LIFE shoes for sub-teen girls. Quality standards at 
Lomira are guaranteed to be equal to the workman- 
ship and materials that have always identified the 
solid dollar value of CHILD LIFE construction. And 
as a franchised dealer in a protected territory, this 





manufacturing expansion doesn’t mean more dealers 
in your area to sell against — but only more and 
better shoes for you to sell. 

In the rough, tough field of juvenile footwear, these 
are decisive advantages to have on your side. You 
can depend on them, now, more than ever, in the 
days and years that lie ahead. If you’re not a CHILD 
LIFE dealer — and no one else has yet been selected 
in your community — it is likely enough you'll better 
your business by getting the full facts on CHILD LIFE 
as over 1700 alert contemporaries of yours already 
have. Why not phone, wire or write today. 


HERBST Shoe Manufacturing Company “Wisconsin” 


New York Office — 557 Marbridge Bidg., New York 17, N. Y. 
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Bigser and Better Packages 





—Competition for the consumer’s dollar has re- 
sulted in inducements to the public in the 
form of bigger and better “packages.” 


—A shoe merchant, however, cannot enter this 
competitive race by offering larger shoes, be- 
cause the shoe must fit the foot. 


—But the shoe merchant can give his custom- 
ers larger value by offering better service. 


—And in that way he can compete for his share 
of the consumer’s dollar, which otherwise 
might go into a larger refrigerator, freezer, 
TV set or car. 


—Mr. and Mrs. John Q. Public are going to be 
more critical of their dollar’s purchasing 
power as time goes on. 


—So it behooves the shoe merchant to psycho- 
analyze his store deportment and see to it 
that his customers get super-service from the 
time they enter his store until they leave. 


—That interim period represents golden oppor- 
tunities won or lost. 


& Vo. Tees 


Editor Emeritus 
Boot anv SHog Recorpver 
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Blue & White 
Brown & White 


12% to 4—A to D 


JUMPING-JACKS 


America’s 
Finest Fitting Shoes 


for children 


VAISEY-BRISTOL SHOE COMPANY 
MONETT, MISSOURI 














aa TV campaign 
builds extra 
Summer sales! 


1, The important ‘P-f" rigid wedge 4 
helps keep the weight of = 
the body on the outside £, 
of the normal foot— 


é : . means decreasing foot 
i 4 =p. SF ee and leg muscle 
date Gee Posture 


strain, increasing J) 


F oundation endurance. st 












X-RAY DIAGRAM ILLUSTRATES THE SCIENTIFIC PRINCIPLES OF “’P-F’’ 








All over America, people are buying ‘‘P-F’’* CANVAS SHOES...AGAIN AND AGAIN. 


% SIZE-IN NOW 
“ . «« don’t lose sales... 
is the feature that lets America play its don’t disappoint your 


best longer .. . harder. Kids and grown-ups alike go customers who look for 
for “P-F’’, . +. ask for “P-F” 


Years of intensive advertising have pre-sold them on 
“P-F” Canvas Shoes. This year “P-F” is BIG on 
TV ... bigger than ever before. Top players show 
kids “how to play baseball’ in the great new TV 
series. Ted Williams tells about “P-F’’. 


We help sell “P-F’s” at your store, too—with colorful, 
eye-stopping “P-F” displays, streamers, pennants, 
etc.—proven sales-makers that tie you in with the 
big “P-F” advertising. 














Here’s your big chance! Be sure you cash in on the big 
summer demand for “P-F’s”. Stock ’em, display 
‘em, promote ’em and watch sales grow! 


» Canvas Shoes are made only by 


Hood Rubber Company and B. F. Goodrich 
Watertown, Mass. 
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Washington 


Easier Credit 


Faster SBA Loans 


Postal Increase Delay 


N ewarect 











by George H. Baker 


Hard-to-get credit soon will have run its course. The Eisenhower Ad- 
ministration’s economic experts are preparing to ease up on their “hard 
money” policy before long. By next month, you can expect the govern- 
ment to re-open the door to easier credit. It’s part of a calculated plan 
to stimulate consumer buying and to get the U. S. economy spinning at 
a lively pace by Election Day. 

It’s no secret in Washington that the Eisenhower Cabinet is split 
sharply over the current “hard money” policy. Ike says he agrees with 
William M. Martin, the chairman of the Federal Reserve Board, that the 
recent tightening in interest rates was needed. Things were getting out of 
hand, according to Mr. Martin’s charts. But Treasury Secretary George 
M. Humphrey says nonsense, the volume of loans outstanding is nothing 
to get excited about. Besides, he adds, the government ought to back away 
from the notion that it has to keep tinkering with interest rates and with 
credit. Let em alone, says Mr. Humphrey. 

Regardless of who is right, the current state of “hard money” is to last 
only a few more weeks, There’ are several reasons for this. The main 
reason is that nobody in the Eisenhower Cabinet has the slightest inten- 
tion of permitting a “hard money” policy to hatch the eggs of a recession 
between now and the November elections. 


The Small Business Administration is making it easier and faster for 
merchants to secure funds under the government’s limited loan participa- 
tion program. 

In an action stemming in part from the shortage of risk capital caused 
by tight money policies, SBA will permit its 22 branch offices across the 
country to give final approval to loans under the program without an 
OK from the Washington headquarters. 

Under the limited loan participation program, SBA will lend up to 
$15,000 or 75 per cent of a loan to a small businessman with a local bank 
providing the rest. Collateral requirements for these loans are less strict 
than normal bank or SBA advances. 

The loans may be used for store modernization, expansion, or inven- 
tory purchases. 

The limited loan program, instituted less than a year ago, has been 
particularly popular with small retailers, with more than 250 loans 
approved so far. 

Speeded-up lending procedures for limited loan applications will make 
the program increasingly valuable to small businessmen, Processing time 
will be cut from about six weeks to a month or less under the new system. 


Legislation to increase postage on all classes of mail by about 30 per 
cent—thus hiking the costs of billing and advertising—is being pushed 
in Congress, but prospects are that final action will be delayed at least 
until next year, 

The House Post Office Committee has approved a bill to increase the 
rate for first class mail (bills and letters) from three to four cents; the 
rate for third class catalogs and advertising matter by 30 per cent, and 
bulk mail by about two cents a pound. 

The proposed increases would bring in about $432 million a year to 
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the government, paid mostly by business, which is the largest mail user. 
The Eisenhower Administration is backing the proposed increase. 

Many retailers, mail order houses and advertising firms oppose the 
increase, complaining it would cut into profits and force some business 
liquidations. The committee is split on the matter, which helps cut down 
the chance of passage this year. 

There is enough opposition to the postal increase to block its approval 
in an election year. Boosters of the increase admit privately they are 


mainly laying groundwork for next year when they expect passage with- 
out too much difficulty. 


Jet-Speed City Growth Four big city areas—Washington, D. C.; Houston; Milwaukee, and St. 
Louis—are growing faster than the U. 5S. itself. 

A new population study prepared by the U. S. Census Bureau shows 
that these four metropolitan areas are growing at jet-speed rates, 

To accommodate residents in these fast-growing areas, many new 
retail stores, service shops, schools, and churches are needed, 

You can gain an idea of the rapid rate of growth in these areas by a 
glance at these figures: 


1950 1956 Pct Gain 


Washington, D. C. 1,464,089 1,884,000 28.7 
Houston 806,701 1,077,000 33 

Milwaukee 871,000 975,000 11.9 
St. Louis 1,681,281 1,892,000 12.5 


In 1950, the total U. S. population was 151,132,000, This year, it is 
estimated at 167,444,000—a gain of 10.3 per cent. 


New Population Totals You can get a good idea of how consumer demand for footwear is grow- 
ing by leaps and bounds by a glance at these new population totals com- 
piled by the U. S, Census Bureau: 
@ Total U.S. population is now about 167,400,000. This means the total 
number of persons living in the U.S. is now 10 per cent higher than in 
1950. 
@ About 23,500,000 babies have been born in the past five years. This 
figure is almost as many as the total number born in the 10-year period 
1930-1940, 

In 1955 alone, there were 4,091,000 births—an all time high. 
@ Ninety per cent of the gain in the past six years is due to the sharp 
rise in the birth rate. The remaining 10 per cent of the gain is due to 
immigration. 
@ In each of the past five years, the number of births exceeded 3,800,- 
000. Compare this with 1940, in which there were only 2,600,000 births, 
Yet 1940 was considered a “fertile” year, by standards of the 1930s. 
@ Today's high rate of fertility shows every indication of holding firm 
for an indefinite period. All of which points to the need for continued 
growth of both factory production of footwear and of the number of 
retail outlets to accommodate present and future customers for footwear. 
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THE SHOE FOR CHILDREN 


Always the sign of the expert 
shoe fitter . . . Edwards of 
course, for happy, young feet! 


(top) "HARMONY" in Patent, Red & Blue 
Calf. Infants thru Growing Girls. 


(center) “BAREFOOT SANDAL" in Brown, 
Red & White. Infants & Childs. 


(bottom) "BOY-TAS" in Black. 
Little Gents & Boys. 























SORPTION AND DRYING 


10 YEARS 


Poron is a new, modern insole material, the result of long search 
and development. It provides all the qualities of nature’s 
traditional materials plus improvements. 

Poron for insoles is a superior material that is far more pliable, 
more absorbent, more durable. The insole is the foundation 
of both the shoe’s structure and the wearer’s foot comfort. 
Poron makes a better insole and better shoes. 


PORON STAYS SMOOTH 

Even after months of wear, Poron insoles remain as good as 
new. They will not crack, dry out, stiffen, or lose their shape. 
Because of Poron, shoes hold their original shape better. 


THOROUGHLY TESTED 

More than 250,000 pairs of shoes have already been made with 

Poron. Wearing qualities, effect on foot comfort, and High absorbency is illustrated by Poron strip at right. 

adaptability to shoe manufacture have all been carefully studied. Poron transmits moisture uniformly then transpires 
. (evaporates) it more freely. This means a drier surface 

PORON is FLEXIBLE next to the foot. 

Not only do shoes made with Poron insoles give improved wear, 

comfort, and appearance, but they are more flexible, another 

valuable selling feature. 


Lower shoe of this pair 

was made with Poron, 

the improved 

ili a the geen ays 
oe 0! per in 

shag was elimi- 

ere pa worn ap- 
proximately 9 months, 


a 


FREE = 
Ask about merchandising tags for consumer 7. 


identity and United's pos Bem of package pro- 
motion to help both saulactonet and re- 
tailer sell more shoes, 











The reason Heydays Sales increase 


and increase - - - is because the 





Consumer Acceptance of Heydays grows and grows. 


The Reason Consumer Acceptance grows 


and grows - - - is because consumers today 


seek and expect full value for their money - - - 


and in Heydays they get better values than in other shoes, 





Pein. 


New and original patterns, 


too... like this one... , 
oe 


ea One e ee 





The Shoe that Feels Better 


HEYDAYS SHOES, INC, 2032 LOCUST STREET * ST. LOUIS 3, MISSOURI 


42 


Boot and Shoe Recorder 








BOOT and SHOE 





Recorder 


TALK 


Puiuip M. TALBOTT, | senior 
vice-president of Woodward and 
Lothrop, Washington, D, C., in a 
recent address before the American 
Public Relations Association, an- 
swered the query “When Does the 
Sale End?” and said: 


<> oe 
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“For the retailer the sale never 
ends, We must do a number of 
important things to insure that the 
customer remains a satisfied person 
su that she will return again and 
again to buy our merchandise . . . 
We must be more than storekeepers, 
more than mere order-takers, We 
must be imaginative and flexible 
enough to change our methods in 
order to keep pace with changing 
times and habits of the people of 
our nation, We must be alert to 
seek new products and new ideas, 
so that we can create in Mr, and 
Mrs, John Q, Public a desire to buy 
goods they would not normally, or 
of their own volition, seek to 
acquire, 

“The first thing we must do to 
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TRADE 


continue to sell more goods is to 
keep our present customers satisfied 
. » « Whatever the purchase may 
have been, the retailer must as- 
suredly stand behind this product. 
The customer will not tolerate mer- 
chandise that does not fully mea- 
sure up to the description we have 
given her, The customer has every 
right to demand exactly what she 
had expected and we have the 
definite responsibility of backing 
up the quality, performance, and 
durability of every item we sell... 

“We in retailing have too many 


cc & 


‘stand patters,’ Many in the retail 
profession have stopped being in- 
novators and are concerned only 
with buying merchandise from the 
manufacturer and making it avail- 
able to the consumer, That is a 
dangerous, unimaginative attitude, 
It can cause a lot of trouble in the 
years ahead, not only for the re- 
tailer but for the nation as a whole. 
Why? Because it appears fairly 
well established that this second 
half of the 20th century is going to 















be an ‘era of consumption’ com- 
pared to the first fifty years with its 
emphasis on production, The tempo 
of distribution must be stepped up 
now and retailing faces a tremen- 


dous challenge because of this.” 
7” ® w 





Epwarp F, ENGLE, manager, 
sales promotion division of the Na- 
tional Retail Dry Goods Association, 
told the New England 
Paper Box Manufacturers Associa- 
tion: 

“The package serves several im- 
portant advertising functions, First, 
it makes the consumer conscious of 
a particular brand or trade-name 
when she goes out to replace an 
empty box . . . and second, it re- 
calls newspapers, magazine, tele- 
vision and other visual advertising 
when the shopper is standing in the 
retail store, 

“That's where the merchandising 
impact of packaging counts the 
most, Packaging is a major exten- 
sion of advertising. By controlling 
the destiny of goods at the crucial 


recently 
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point of purchase, the package has 
become a major force in American 
retailing. 

“Identification at the point of 
puchase is now the most important 
link in the marketing process. A 
colorful, well-designed package that 
reiterates a product’s advertising 
theme on store shelves can greatly 
increase the pulling power of adver- 
tising. 

“Let me urge you not to waste 
any time in taking your rightful 
place on the economic scene. Let us 
keep in mind that packaging has a 
new purpose, and that the measure 
of your service to users of your 
products will be judged not only in 
terms of ‘Will your package hold 
my merchandise?’ but ‘Will your 


9° ” 


package sell my merchandise? 


Dr. H, E. LUEDICKE, editor of The 
Journal of Commerce, told the tan- 
ners: 

“Our headlong rush into an ever- 
expanding economy is creating some 
problems that ultimately may yet 
prove our undoing, temporarily, be- 
cause they tend to aggravate rather 
than alleviate the errors in judg- 
ment already built into the econ- 
omy in over twenty years without 
any serious correction. 

“The hope that the end of the 
business cycle will spare us the 
necessity for such corrections is 
exactly that-—just a fond hope. We 
can delay the day of reckoning by 
using inflationary panaceas of one 
kind or another every time the facts 
of life threaten to catch up with us. 
That is bound to help some sections 
of the population, at least tempo- 
rarily, but only at the expense of 
others. And in the end, we shall 
still be confronted with the grim 
possibility of both economic and 
moral bankruptcy. 

“There is no need to get panicky 
because such trends take time to 
unfold and develop. It is none too 
soon, however, for business man- 
agement to take the leadership in 
the development of sounder eco- 
nomic thought... . 

“That leaves the problem strictly 
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up to the business leadership of the 
nation which is primarily responsi- 
ble for the preservation of the 
American free enterprise system. 
Unless business leadership finds an 
answer, we may still end up in a 
full-scale experiment with a planned 
economy. And that would most 
certainly mean curtains for every- 
thing we have cherished in the past, 
it would certainly mean the sale of 
our heritage for a mess of pottage.” 





SAMUEL W. KAPLAN, Director 
of The Distributive Education De- 
partment, Temple University, Phil- 
adelphia, Pa., told the Shoe Fitting 
Workshop class: 

“Did you ever stop to think about 
the psychology involved when a 
woman buys a pair of shoes? If 
you did, it would help you to sell 
more shoes, 

“Always think about the people 























who buy your shoes, Concentrate 
attention on your customer so that 
she gets the genuine feeling that 
you are working for her best inter- 
ests. Find out what is in the custo- 
mer’s mind without too many 
direct questions. Anticipate objec- 
tions. Qualified knowledge of every 
pair of shoes in your stock will help 
you override customer’s impressions 
which may be erroneous and which 
you can justifiably explain with the 
true facts, 

“Never ask the customer her shoe 
size or the price she wants to pay. 
Take her foot measurement. Talk 
about every pair of shoes — the 
leather, special design, recent na- 
tional advertising. Confine interest 
to the shoes that seem to please 
her most—the pair she seems most 
likely to buy. Always be ready to 
offer reasons that are sound and 
intelligent for buying higher priced 
merchandise. 

“The shoe 
aware of the pattern of 
psychology will never be satisfied 
to lose a sale because his stock 
was short of the shoes displayed 
in the window.” 


salesman who is 
sales 


“It's a new type of seat that make's shopping a game." 
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Brusuep Leather looms more important in country 
shoes this fall than it has in many years, These leathers 
are plumper, fuller bodied, and have considerably more 
surface character than those which we have seen for 
the past few years, They are especially attractive in 
Sandstone, Gray and Olive in sturdier versions of the 
moccasin, 


Fine stitching and narrow piping in a darker shade 


Important Brushed Leather Moccasin 


contrast boldly with the white thread used in the hand 
stitching of the forepart, which imparts unusually 
smart toe expression in this well-executed shoe, In 
material, design, and color it is the perfect shoe for 
wear with tweed and flannel combinations and the 
striped jackets and gabardine slacks which will play 
such an important part in the fall wardrobe, For 


further information write Boor anp SHor Recorper, 

















The Shoe Traveler... 


PART II 


Any attempt to evaluate the role of the traveling shoe 
salesman within his own industry falls short of genu- 
inely useful purpose, if it does not take into account 
the man and his attitudes as well as the literal descrip- 
tion of his function. 

It is true to say that the shoe traveler is the link 
between manufacturer and retailer, But the very obvi- 
ousness of the statement minimizes the salesman’s vital 
and strategic importance. It suggests a passive role in 
holding two other parts of a chain together. Yet, pas- 
sivity is the least quality which a successful shoe sales- 
man brings to his job. 

Actually, of the three—manufacturer, retailer, trav- 
eler—only one of them is in constant, continuous, di- 
rect contact with the other two, Of the three, only one 
of them knows first-hand, from day to day, what the 
other two are doing or would like to do to sell more 
shoes. Viewed dynamically, the salesman has oppor- 
tunities denied to both manufacturer and retailer, op- 
portunities to improve the well-being of his industry 
and to assure its progressive growth. 


Nationwide Survey 


According to the nationwide survey of shoe travelers 
on which this series of articles is based—and which 
demonstrated its timely effectiveness when it received 
a surprising 30 per cent response—what kind of man 
is this to whom so many give so much responsibility? 
How old is he? How experienced is he? Why is he a 
traveling shoe salesman? What are his attitudes? 

Slightly more than 90 per cent of the men completing 
the questionnaire showed no reluctance in disclosing 
their age. The average shoe traveler is almost 49 years 
old, A most substantial number is past 60, with about 
3% per cent past 70, The age of the oldest participant 
in the survey is 77. 

As would be expected, therefore, the average shoe 
traveler is not a novice at his work, Ninety-one per cent 
of all completed questionnaires answered Question No. 
21—“How many years have you been a Shoe Traveler?” 
The average salesman, analysis shows, has 17144 years 
of experience, 

Having been a shoe saleaman since about 1939, the 
average traveler did not experience the deep-depression- 
days selling of the earlier 1930s—though, as a young 
man of 32, he was vividly familiar with the depression 
itself, The over-all atmosphere in which he has worked 
on the road selling shoes, however, has been one of 
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by STANLEY MOSS 


Editor’s Note: 


This is the second in a series of articles based on 
the first nationwide survey of shoe travelers ever un- 
dertaken, as far as is known, to establish essential 
facts and information about this key group in the 
industry. The project was originated by the writer of 
this series and sponsored by Boot ano Snoe Re- 
CORDER as a service to the entire industry. Stanley 
Moss has traveled the country to train salesmen in 
the field and to sell major retailers, as former vice- 
president in charge of sales and advertising for Hussco 
Shoe Co. He was for a brief time a wholesale shoe 
distributor in the Far West, and now represents Park- 
hill Shoes on the West Coast. 
almost unbroken boom-times. He began to accumulate 
first-hand knowledge of his trade during the war years 
when his abilities as a shoe salesman hardly were put 
to any test. The recession of the latter 1940s, following 
the war, probably saw him dig deeper into his bag of 
skills to sell shoes. During the Korean War he rode a 
short-lived flurry of inventory-building by retailers. 

Since the Korean War, however, the test of good 
salesmanship has become progressively stiffer. On the 
one hand, constantly burgeoning population and ex- 
pendable consumer income have combined to keep shoe 
sales at peak levels, But intensity of competition within 
the industry has accelerated markedly, on the other 
hand, This is the important factor which is demanding 
more of his sales ingenuity and perseverance. 


What Makes Him Tick? 


Since the most likely prospect is that competition will 
be ever keener in the future, what are the general atti- 
tudes of the shoe traveler toward his job, and how do 
these equip him to meet the challenge confronting him? 
The answers constitute a major part of the touchstone 
to understanding what makes the shoe traveler tick as 
a shoe traveler and, therefore, point the way to helping 
him do a better job. This is one of the areas covered 
by the survey which shoe manufacturers should find 
of especial value in measuring their approach to their 
salesmen, in seeking new ways to make their men more 
productive, 

Personnel experts and psychologists, for some years, 
have maintained that satisfaction in work, not mone- 
tary reward, is what most people seek, Shoe travelers, 
apparently, are no exceptions to this concept, 

Given six reasons to choose from, the salesmen were 
asked to number in order of preference what they liked 
most about being shoe travelers, 
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A Study in Print: 
Who He Is, His Attitudes, His Problems, His Future . . . 














Portrait of a Shoe Traveler 


HE 
HE 


is 49 years old, 


has been a traveler for 174% years. 


HE is not satisfied with the money he earns, 


HE does not like parking, traveling, some of his customers. 





“Satisfaction of selling” received more first-choice 
votes than any other—31 per cent of all first-choice 
votes, 

In second place, with 27 per cent of all first-choice 
votes, was, “Earn more money this way.” 

Third, with 17 per cent of all first-choice votes, was, 
“Shoes themselves,” 

However, on the basis of total votes, regardless of 
preference, this is what happened, “Satisfaction of sell- 
ing” was named 21 per cent of the time; “Meeting dif- 
ferent people” received 20 per cent of all votes; and 
“Earn more money this way” slipped back into third 
with 18 per cent of the vote, 
fourth among what the men liked moat about being shoe 
travelers, Behind this, and with the same percentage 
of votes, were “Traveling” and “Freedom from an 


“Shoes themselves” rated 
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office boss,” as features they liked about their jobs, 

The outcome of the replies to this question was one 
strong indication of a healthy approach to the difficult 
job of selling shoes, But, actually, only when response 
to Question No, 8 also is analyzed does it become 
readily apparent that, by and large, shoe travelers like 
their work in most salutary fashion, 

(Question No, 8 asked; “What do you DISLIKE most 
about being a Shoe Traveler?” Again, there were six 
choices, and reapondents were asked to number them 
in sequence, strongest dislikes first, 

Firat, the number of men completing this question 
wae far less than those who completed the previous 
question, “What do you LIKE most about being a Shoe 
Traveler?” Obviously, travelers are far more positive 

[TURN TO PAGE 79, PLEASE | 
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There's GOLD 
in those 


by ELEANOR M. RUTTY 


Growinc up is a problem to most girls—boys, too, 
of course, Today’s young girl finds her problem a little 
different from that of earlier generations, Unlike her 
mother and grandmother, she knows very definitely 
just what she likes, wants and wants to do. Her problem 
is less making up her mind about things than it is 
getting her mother, and father, to see her life from her 
own well thought out point of view. 

Clothes, in general, are not such a problem because 
designers have developed very successfully the styles 
that suit her youth and at the same time satisfy her that 
she is not dressing just like her little sister, When it 
comes to shoes, it seems as though our designers and 
manufacturers were only just waking up to the need 
for special styling which satisfies the girl’s eye and her 
mother’s practical mind, 

The result is that we are seeing more and more of 
the pretty, shaped heels around 15/8. Since that is too 
high for the fourteen-year-olds whose feet are still 
undeveloped, some enterprising manufacturers have put 
in shaped heels as low as one inch, They look very 
cute and pretty to the grown-up but let’s stop and get 
the point of view of a 17-year-old girl who understands 
the 14-year-old point of view. According to her, this 
14-year-older does not like such a heel because “it looks 
like a 14-year-old shoe.” 

Now what are you going to do with that point of 
view? The mothers, no doubt, love such a shoe with 
such a heel, But—not the girl for whom it is intended, 
according to one who has passed beyond this stage and 
can study it dispassionately from the height of 17 years 
and a 16/8 ot 17/8 heel, Maybe you could add a 
quarter of an inch and make it a little more slender, 
Maybe there could be just a little yielding on the manu- 


Shoe Drawings by ELLY NORDEN 


Illustrated left, top to bottom: 


Two material spat shoe with three neat buttons, 
4/8 flat heel. Lowlander by Westport. 


Youthful but with a grown-up look, Millerkin. 


Very soft flat with gathered throat and high rid- 
ing contrast kid lined tongue, Friendly. 








TWEENAGERS 


T he Girl Who May Be as Young as Twelve or 

Thirteen or as Old as Nineteen Is Looking for 

Styles That Are Young But Not Little-Girlish, 
Smart But Not Too Sophisticated, 


facturer’s and the mother’s part. 

Anyway, it is worth trying. Most of us have forgotten 
the problems of bringing oneself up; not to mention the 
additional burden of bringing up one’s parents. A 
young woman of my acquaintance expressed the state 
of mind of the thirteen-year-old girl one day in an 
outburst in the family circle when she herself was that 
obnoxious age. The burden of her plaint was that she 
was not a baby but that, on the other hand, she was 
not a young lady and so nobody treated her as such, 
Very bright and eager, she was really suffering from 
this undefined status, Another girl might not have felt 
it so acutely but all girls of that age suffer somewhat 
this way. 

Such being the case, it behooves us to make her as 


comfortable mentally as we can by styling and making 
shoes for her that give her a sense of being somebody, 


right at this transition age, Since these girls like flats 

taking them as a special style quite unrelated to 
children’s shoes—the makers of flat heel shoes have 
done a fine job of putting fresh style interest in both 
the dressier and the sport types, Buttons, ornaments, 
stitching and perforations have been successfully used 
to make fresh looking, pretty, dainty flats, 

The higher heel, around 15/8, is having some 
excellent interpretations for the slightly older girl, With 
such shoes in the stores, it will be harder than ever to 
interest the younger girl in the lower shaped heel, The 
whole problem is interesting but difficult since it is 
dealing with the delicate subject of a lady's age, It is a 
golden opportunity for some designer preferably not 
so far from her own teen days—to work up a whole 

(TURN TO PAGE 79, PLEASE) 


Illustrated right, top to bottom: 

Three buttons running up the center of the vamp 
give new look to this flat. Oomphies. 

New doll last on 8/8 French shaped heel the fea- 
ture of this neatly detailed pump with interest- 
ing back treatment, Deb. 

Elasticized untrimmed pump on a new shaped 
low heel. Joyce. 


Soft toe spectator in textured leather on medium 
shaped heel with squared back, Confettis, 








Luxury Is Keynote olf 


The dominating sign of the striking Dolcia front features a 
flashing lozenge pattern of green neon and starlight lamps 


with the distinctive Dolcis logotype superimposed in red neon. 





Do.cis (Canada) Ltd. has opened its largest and 
most modern Canadian shoe store at 767 St. Catherine 
St., Montreal. This is the seventh store to be opened by 
the Dolcis Canadian company. 

Though the Dolcis name is new in Montreal, it is a 
distinguished tradition in Britain. Dolcis history began 
nearly a century ago. Today there are more than 250 
Dolcis shoe stores in Britain and Dolcis shoes are 


exported to more than 20 countries in all parts of 


the world. : 

In designing the new Montreal unit, every effort was 
made to provide a luxurious and relaxing place in 
which to choose shoes. The combined talents of two 
internationally known architects went into the store 
design. 

The main floor with 56 chairs is devoted to women’s 
shoes with a special salon at the rear called the Princess 
Room. 

To the left of the entrance is a special feature of the 
store—an Accessory Bar with eight chairs backed by 
a curved screen. Here, Dolcis presents its large collec- 
tion of handbags for matching sets. Hosiery is also 
available in this section. 

The Man’s Shop, located on the lower floor, is a 
completely masculine room decorated in natural ash 
and relaxing gray and dark green. 

The entire store is air conditioned and the lighting 
has been designed for effective, yet restful, illumination. 
The decor is modern throughout and the colors blend 
in perfect harmony. 

The store entrance, flanked by 25 foot long show: 
cases, has an ultra-violet “air curtain.” This Swiss 
invention permits doors to be open in the coldest 
weather, 

Among women’s lines carried are those by Bally of 
Switzerland and Norwich, Palter De Liso of New York, 
Paradise, Caswell, British imports, Philip Del Grande 
and Paarino, 
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(Cianada’s Largest and Most Modern Shoe Outlet Offers a 
Number of Unusual “Firsts” in Shoe Store Architecture. 


Above: The Main Ladies Salon has a mirrored wall — 
on the left broken only by full length hand printed 
draperies of contemporary design, The wall to wall 
carpet is in deep burgundy with logotype pattern. 
Dwar! screens partially conceal the stock. 


Right; The Princess Room for more exclusive fashion 
shoes, with informally placed armchairs in powder 
blue rep. The carpet is deep burgundy. 


Left: Another view of the main floor shows the wide 
stairway on the right to the Man's Shop. Note the 
display fixture for featured shoe styles. 





Far left: The Man's Shop on the lower level is finished 
in natural ash. The broadloom carpet is brown, 
Chairs are in dark green, 








The Junior Shop. The boys’ cor- 
ner is dominated by sport mo- 
bile. The glass enclosure on 
right is the home of the mon 
keys. The children’s department 
on the left has wrought iron 
murals. The “Snippery” barber- 
shop is in the rear left. 


Ranch Type Decor in 


Tue new Sommer and Kaufmann store in the Stanford 
Shopping Center at Palo Alto, California, is actually a 
series of shops which have been integrated into one 
complete unit. The walls are stone, brick and rough 
redwood simulating in feeling and appearance a ranch 
type suburban home. The colors of persimmon red, 
gray, gold, black and white are used throughout, and 
tweedy wall-to-wall carpeting is laid in all departments, 
with the exception of the Junior Shop, which has an 
attractive vinyl floor covering, 

The store is departmentalized by decor, seating ar- 
rangement and an occasional mirrored panel, The en- 
tire store (8500 square feet) is “open” in dppearance 
and large display windows opening on Mall, Walkway 
and Parking area, add to its spacious air, 

The Men’s Shoe Den is notable for its comfortable 
chairs and couches in yellow leather and charcoal gray 
tweed, Brass plaques are used for decorative touches. 
A three-tier open display of men’s shoes and socks is 
well lighted and encourages self-selection. A low barrier 
of rough stone gives the illusion of a separate room 
without actually walling in the “Den.” 

The adjoining Fireside Room features women’s high 
fashion shoes and accessories. The focal point of the 
room is a huge white brick wall with a real fireplace 
and a fire burning on cooler days. A modernized con- 
ception of the figure of Mei Lei Fan, Chinese goddeas 
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Close-up of the display stand in photograph above. 


of Love and Hope, looks down from a vantage point 

above the fireplace. 
Seats are built into the hearth, and these together 
with the upholstered settees grouped informally about 
[TURN TO PAGE 75, PLEASE] 
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California Store... 


This Modern Shoe Store Even Includes a Barber Shop for 
Children and a Huge Fireplace with a Real Fire for Cool Days. 


by IRENE HAMMOND CORPE 


~*~ 


e% 
Above; The main entrance, In 
the rear center is the Men's Shoe 
Den; in the center, the Young 
Moderns Corner featuring casu- 
als; in right foreground the be. 
ginning of the Fireside Room, 


PEE LORE TEESE NENA ERE ae 


Right: The Fireside Room seen 
from outside the store on the 
Walkway, A fire burns on the 
hearth on cool days, Spotlights 
are directed toward displays 
and recessed lights add glamor. 











B. Rich's Sons Continues 





Herbert Rich congratulates his son, Frank, who was 
recently promoted to the presidency of B, Rich's Sons. 


View from right hand front corner of store, showing women’s 
section, with handbag and hosiery bar in center, men’s section 


Few, if any of the present-day members of the shoe 
industry will recall events of 87 years ago, but many 
old timers in the trade have long known the name 
B. Rich’s Sons. 

The Rich story had its inception more than 90 years 
ago when a young immigrant lad from Austria—Max 
Rich—came to the United States. When young Max 
arrived here in 1865, at the age of 15, the Civil War 
had ended and jobs were hard to get. Speaking only a 
scant English, but possessed of an affability that would 
help him eventually launch a successful enterprise, Max 
soon landed a job in New York City. His start in the 
business world was as a general utility man in a ladies’ 
dress and notion shop. After some four years of learn- 
ing American customs and business methods, he had 
accumulated considerable business knowledge. He had 
also accumulated a bank account. From his paychecks 
he saved the difference between the average wage he 


would have received in Austria and that which was 


to the far left adjoining women’s, and children’s in the rear, 
Cashier's and wrapper's desk also in center. 
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Growth... 


New W ashington, D. C., Store is the Re- 
sult of Many Years of Shoe Retailing 
Experience and Expert Planning. 


paid him ere. Then at the call of relatives in Wash- 
ington, D. C., he left New York for the capital. 

Still in his teens, Max Rich opened a men’s furnish- 
ing shop near 7th and O Streets N. W., the principal 
shopping area of the District of Columbia. His un- 
swerving honesty quickly won him an important niche 
in the business world, for “Let the buyer beware” was 
the unwritten code of most merchants of that period. 

In 1870 with his new enterprise firmly rooted, Max 
invited his father Bernard and his brother Louis in 
Austria to join him, The establishment was named 
“B. Rich and Sons,” and the family’s combined efforts 
skyrocketed an original investment of $200 to dizzy 
heights. 

Early in the 1890's, B, Rich & Sons were among the 
first to note the trend toward F Street as the future 
business district, Those with less vision cast a scornful 
eye on such daring gamblers. After due deliberation 
the Richs moved “uptown.” 
southwest corner of F Street, directly across from their 
present-day location, marked the beginning of Rich's 
Shoes, It was the result of a long-range plan to establish 
an exclusive shoe store, 


The new store, near the 


Quality footwear in those days could be bought at 
Rich’s for as low as $2.00 per pair for women and $3.00 
for men, The yellowed pages of a local newspaper of 
60 years ago, carry the ad “Quality footwear at sharply 
reduced prices—fine $2.00 ladies’ oxfords on sale at 
$1.25, and men’s shoes of the excellent $3.00 variety 
for only $2.00.” Even in those early days Rich’s knew 
the value of giving customers the best merchandise that 
money could buy at a price people could afford to pay. 

December 1, 1899, marked the opening of Rich's 
four-story building at 1001 F Street, N.W.—the present 
location of the downtown store. Though father Bernard 
never lived to see its completion, Max and Louis kept 
his name in the partnership with the alteration 
“B. Rich’s Sons.” 

Newspapers referred to the opening of the first family 
shoe store of more than one floor as “one of the most 
important improvements yet to this splendid thorough- 
fare.” Decor of the new store—oriental rugs and 
wicker furniture “for customer comfort.” Among their 
first customers—as is true today——were many of Wash- 
ington’s leading citizenry, 
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Floor plan of new Chevy Chase store, En- 
trance is at the top, Women’s top left. 


Another first chalked up to Rich’s was the complete 
air-conditioning of the first Washington store of more 
than one floor, After 20 years that first unit has recently 
heen replaced, 


Latest (1956) Innovation 

In the most recent phase in the history of B, Rich’s 
Sons, is their third store, the Wisconsin Circle Shop- 
ping Center in the fashionable section of Chevy Chase, 
Maryland, on the outskirts of Washington. 

Designed by Berla and Abel, a local architectural 
firm, the beautiful interior was achieved with the accent 
on a bright, open store—one that closely resembles a 
suburban living room, The effect was accomplished by 
use of open fixtures and natural tones and textures—a 
pleasing background for leather. The design of the oak 
panelling on the walls gives a texture-like effect by 
mounting two-inch oak strips, one-fourth of an inch 
apart, on plywood. The effect is a corduroy texture. 

The street fronts are windows, each of approximately 
22 feet in width and 12 feet in height, Because they are 
of Solex glass the glare and heat from the sun are cut 

[TURN TO PAGE 77, PLEASE] 
















Genuine JUSTINS are great 
boots ... famous for action and 
comfort since 1879. 






ue 
LINE (f GENUINE 
nie @ 


BEST Ohi BOOTS 
SELLERS eee 


TEXAS 


New Justin 


Lane 
A striking new boot to produce a new chapter of active selling in the boot-wearing 
world. Justin Western Lancers have the smart modern styling customers want. Exclu- 
sive construction features, easy comfort and expert craftsmanship build consumer 
satisfaction and volume profits for you. Pep up footwear sales with a line of boots 


designed for modern living, action and profitable selling. Genuine JUSTINS win 
friends and influence customers... no other boots bring such lasting rewards. 


DEALERS: 
© The finest, most carefully styled boot in America, Sturdily Write or wire... investigate this profit. 
crafted and lasted for perfect fit and comfort. Justin’s exclusive able merchandising program. 
form fitting heel counter hugs the foot when walking, yet the boot ; spans Bw am a 
is easy on and off. Special spring steel arch and cushioned glove- © WIDELY ADVERTISED 
soft leather lining offers the ultimate in footwear luxury and long @ FREE PROMOTION AIDS 


wearing comfort. Oak tanned leather sole, Neolite heel. $27.50 


JUSTIN BOOT COMPANY 


P, O, BOX 546 + FORT WORTH 1, TEXAS 


Wheve Bool Making Still a Fine Abed 
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Herbert Cox, Correct Shoes 


Re cs 





The store window is flush with the floor and there is no window area as 
such, The display is built on the floor, Planter boxes partially shield the 
customers from view, giving them a sense of privacy. 


r \ . J ,. . . ‘ 
A NEW store with interesting features in lay- [his Store’s Policies Are the Result of Long Ex- 
out and merchandising policy was recently perience in Many Phases of Retail Shoe Selling. 
opened by Herbert Cox in Baltimore. Ceilings are Celotex, walls are a putty gray, the carpet is solid 
The store was designed to follow the mod- gray. Two shadow boxes provide display space. The stairway 


. ee leads to the lower level children’s department, 
ern trend and at the same time maintain an 


atmosphere of dignity, The glass window is 
flush with the floor and the specially built 
door is the same height as the window, giving 


¢ * 


a clear view inside the store. There is no 
window area as such; the display is built on 
the floor. The wrapping counter is in the 
very front of the store and two planter boxes, 
one on either side, keep the customer from 
feeling she is sitting in the window. The dis- 
play area is in two lighted wall cases. The 
partitioned stock room is to the left and rear 
of the fitting area, with shelving for 4,000 
pairs of men’s and women’s shoes. The chil- 
dren’s and boys’ stock is on the lower level. 
An open stairway on the right, behind the 
planter, leads to the children’s department on 
the lower level, Black plastic upholstered 
benches provide ample seating for family 
[TURN TO PAGE 75, PLEASE | 
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Charm last, 22/8 heel ia Me. Ht 
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By 
Hubschman colours : Se Wie 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 


FASHION OFFICE, EMPIRE STATE BUILDING, NEW 


‘iil 





' designer's genius and 


YORK 1 







for the young 
and young in heart” in 
HUBSCHMAN’S CALF 
... the Italian influence 
stimulated by the 

fashion aroma of 

BLACK COFFEE +577 


...an outstanding 


the fine craftsmanship 
of a famous maker, 
Tober-Saifer Shoe 
Manufacturing Co., 
St. Louis 3, Missouri 
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Creatine four separate depart- 
ments and shelving a very large stock 
of merchandise in a limited space were 
the problems that faced the owners of 
Smith’s Shoe Store, Santa Rosa, Calif., 
when they made plans for moving; into 
a new location. 

The new Smith's is an excellent ex- 
ample of how this can be accomplished 
in a very attractive and efficient man- 
ner. From the floating marquee and 
show windows straight through the 
store to the floating planter at the rear, 
the store has been planned to attract 
And, the 


comfortable interesting 


customers, once inside, 


bright, and 


surroundings tend to make buying an 
enjoyable experience, 


Above; The women's section, with the 
men's on the left and the children’s in the 
rear. Most of the stock is in a concealed 
corridor running the length of the store. 


Right; A V-shaped marquee extends over 
the sidewalk, The window at the right re 
places a stairway which is now entered 
from a foyer behind the enlarged display. 


(rood Planning 
For Limited Space... 







Limited Space Calls for Ingenuity and Careful Plan- 
ning. In This Case, the Result ls a Bright, Attractive, 
Cheerful and Efficient Store. 


The modern, up-to-date front sets 
the keynote for the whole store, A well 
lighted, V-type marquee extends seven 
feet out over the sidewalk at its tip, 
forming a canopy for floating type 
show windows, On the marquee the 
store's name stands out in illuminated 
letters twenty inches tall, 

Before the store building was re- 
modeled, a six-foot wide stairway went 
to upstairs offices from the right front 
of the building, By a clever rearrange- 













by VERN GODKIN 


ment, this stairway opening was moved 
inside the foyer, and the space it oe- 
cupied was used for an enlarged dis- 
play window, This change also gives 
the effect of a much wider store build- 
ing. The 
through an L-shaped entrance from 


stairway is now. entered 


front show 


the 


directly behind the new 


window, instead of from street 
sidewalk, 
Clear glass-backed display windows 


[TURN TO PAGE 77, PLEASE] 


Everybody buys shoes 
but who really sells them? 


The names which stand out in the 
shoe industry—the names which 
mean leadership—are almost with- 
out exception the names you find 
in the advertising pages of The 
Saturday Evening Post. 

These are the companies which 
really sell their shoes. For the Post’s 
audience of millions and millions 
of able-to-buy males is the most 
rewarding and responsive men’s 
wear market in America. 

Manufacturers who advertise in 
the Post have found this out for 
themselves. So have merchants who 
feature and display Post-advertised 
products. The Post gets to the 
heart of America, 
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S uccessful Retailer Believes a Store Must 
Offer a Reason for Customers to Shop 


There. He Concentrates on Wide Widths. 


By observation of the retail market in Springfield, 
Mass., over a period of several years, Alton J. Lan, 
proprietor of Harlan’s Shoes, a medium sized shoe store 
located at 119 Worthington Street, reached certain 
definite conclusions: 

1—For the size of the city and the trading area, 
there were a great many shoe outlets in Springfield, all 
competing for the business of the average customer. 

2--The parking problem was getting steadily worse 
each year; downtown shopping was no longer a plea- 
sure; many people were turning to stores in the suburbs 
for their ordinary wants, 

3—The great increase in the number of types and 
styles of shoes was making it increasingly difficult for 
any one store to carry enough stock to do a thorough 
job of fitting and styling. 

4-—General expenses of operating a retail store were 
going up. These costs were multiplied if a store ex- 
pected to offer complete service to all customers. 


No Overnight Change 


Gradually Al, Lan began to revamp his store’s busi- 
ness, his store’s approach to the public, This neces- 
sarily had to be done step by step. He says, “We had 
been in Springfield for a good many years and had a 
very fine following. We could not afford to lose custo- 
mers during the transition and we could not afford to 
be wrong. With today’s costs of operating, a mistake 
or two could quickly put a store out of business,” 

Years back, Harlan’s had been a price store, They 
had carried 4 complete stock of shoes for the whole 
family and all their advertising emphasized that they 
offered the best value for the money. 

But times were changing. Price was of primary im- 
portance during the depression thirties when most 
families had to buy the lowest priced merchandise that 
was offered, “Price is still a factor and it always will 
be,” says Mr, Lan, “but today many workmen are 
earning sixty or seventy dollars a week, They can be 
sold on the idea that better shoes will offer more com- 
fort and will be an economy in the long run, Also, we 
must remember that in large cities the merchandising 
of price shoes has, in large measure, been taken over 
by chain and department stores, 


oT 


oday the successful shoe merchant must be a 
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Al. Lan guarantees his fit. His customers must be 
satisfied with the way their shoes feel and he gives 
complete adjustments if a mistake is made. 


specialist, His store must have an individuality, a reason 
why customers must come to it rather than to just any 
store on the street, By specializing, by carrying shoes 
the public can get no place else, stores can make custo- 
mers forget about the parking problem and draw custo- 
mers from a much greater distance than the size of the 
store would ordinarily justify.” 

Harlan’s was a family shoe store, Over the years it 
has turned to the merchandising of better shoes, In the 
past few months it has dropped its men’s line and now 
concentrates on On 
nearby Main and Bridge Streets in Springfield there are 


women’s and children’s shoes, 
a number of stores specializing on men’s shoes and Mr, 
Lan thought it was better to let them have this business 
while he concentrated on the merchandising of women’s 
and children’s shoes, 

Mr. Lan feels that it is a natural to merchandise 
women’s and children’s shoes in the same store, Women 
shop with their children while fathers ordinarily do not. 
A mother who brings her child in for shoes will often 
be interested in shoes for herself if she sees attractive 
styles on display. 

[ruRN TO PAGE 80, PLEASE] 
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CUSHION-GLIDE CASUAL 


by PARKHILL 
Fitchburg, Mass. 






TAY.LOP 








gives royal comfort Beautiful, versatile 
to this styleful TAYLOPLEAT SHUGOR 


can do so much for the design 

¢ and better fitting quality of 

footwear. In the Cushion-Glide 

style illustrated, easier fitability 

CUSHION-GLIDE | and vivacious design are achieved 
CASUAL with the TAYLOPLEAT 
SHUGOR vamp, custom-dyed 

in colors to match the leather, 

TAYLOPLEAT adds new 


life and charm to casual shoes. 








THOMAS TAYLOR & SONS 


COPR. 1956 THOMAS TAYLOR & SONS HUDSON, MASSACHUSETTS 


TAVLORED-TO-FIT @® 
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ST. LOUIS STORES DOING 
VOLUME BUSINESS 


CLEARANCE sales of men’s and 
women’s Spring shoes have brought 
stock inventories down, although at 
least one major St. Louis department 
store reports that carry-over is still 
unhealthy in spite of 15 per cent re- 
ductions on all men’s Spring styles 
and all women’s footwear except 
whites. Swinging the pendulum the 
other direction, one suburban leased 
department moved Spring stock in 
such quantity that too few pairs re- 
mained to even hold a_ traditional 
clearance. 

Children’s play shoes are moving 
in quantity, especially canvas rubber 
soled types and required camp shoes. 
Barefoot sandals for little girls, pro- 
moted by one major department store 
under the head “Little Pearls for Lit- 
tle Girls,” are volume sellers in all 
colors, both in T-straps and two- 
straps. The easy cleaning with a 
damp cloth, feature of the pearl lus- 
ter, has extra appeal for mothers. 

Casuals continue to dominate the 
picture in misses’ and women’s pur- 
chasing. Skimmers in white or nat- 
ural straw, braid, nylon mesh or 
smooth are moving in volume for teen- 
agers and young women, while St. 
Louis matrons are adding natural, 
white or multicolor wedges, all heel 
heights, to their patio wardrobes. 

In women’s dress types, thin 17/8 
heel white open pumps, the more open 
the better, lead sales over second con- 
tender spectator types. Midas touches 
continue popular. Pastels in tempting 
colors are going best on 23/8 heels. 
To sweep away women’s doubts, ad- 
vertisements are plugging the dura- 
ble, “can’t-break” qualities of the 
thin, thin heels. 

Meeting sales resistance in women’s 
footwear are springolator type novel- 
ties at the $16.95 level, which young 
budgeteers are shying away from, and 
extremely low cut specs, meeting re- 
sistance because of a tendency to 
sloppy fit. 

Men's open-toe semi-casual styles 
are being eved in at least two stores 
by conservative St. Louisans, One de- 
partment store is displaying an open- 
toe slip-on in smooth black and 
rough tan textures, while a specialty 
store is featuring an open-toe two 
buckle closed sandal in several spe- 
cial textures, including alligator. Vol- 
ume sellers for men include low cut 
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tassel mocs, so popular that separate 
tassel laces are available, enabling 
young men and teenagers to add this 
touch to any chosen two-eyelet tie. 

Casuals of the rubber soled variety 
are moving in quantity for men, espe- 
cially in suburban stores. Two and 
three eyelet ties combining calf with 
breezy nylon and silk are gaining mo- 
mentum, with men shoppers report- 
ing that the fabric insert adds extra 
dressiness over the perforated, 
punched or woven leather types they 
chose last year. 

Men’s store window eye catchers 
include gold kid slip-ons, orange im- 
ported calf patio casuals, and straw 


slip-ons with kidskin lining. 
* * * 


NEW YORK FIGHTS SLOW 
SALES WITH NEW STYLES 


New YORK shoe retailers continue 
to emphasize strong promotions and 
selling techniques in an effort to in- 
duce the consumer to buy. Windows 
have been filled with all the attractive 
new styles—pumps, backless types, 
spectators and casuals--a comprehen- 
sive opportunity for customer selec- 
tion of a specific shoe for a specific 
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{ ANEW SUMMER FAQRIC! This ip the most 
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Black magic or magic of any kind is 
a useful commodity in selling shoes 
to women, Innes Shoes, Los Angeles, 
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purpose. Whites, pastels, light shades 
have been featured prominently. 
Newspaper advertisements have been 
consistent and emphasized the store’s 
promotions in an interesting and at- 
tractive way. But, despite all these 
efforts, retail shoe business in New 
York has been slow. 

Merchants still blame it on the poor 
weather. If the weather had been sea- 
sonable—bright, clear and warm— 
they would have been ready by this 
time to reorder on their summer 
shoes. Instead, they have, in many 
cases, held back and even canceled 
some of the shoes they had on order. 

That’s the general picture. How- 
ever, merchants are not too discour- 
aged. There is always one depart- 
ment, some specific promotion, a par- 
ticular shoe that brings the customers 
in. Traffic picks up; sales volume in- 
creases and the picture brightens. In 
women’s shoes, some of the more suc- 
cessful promotions include: white 
punched pigskin with carved wood 
heels, ranging from high to demi; 
colorful espadrilles and straw cas- 
uals, the “perfect spectator” . . . 
white buckskin with stacked leather 
heels. Vinyls continue to be popular 
and account for good volume. 

Retailers report that figures for the 
most part are comparable with last 
year’s. Where there is a deviation, 
either up or down, it is only slight. 
Merchants feel that prospects are 
bright once the season gets under way. 
In men’s shoes, high temperatures 
will emphasize the need for light- 
weight, cool shoes, As for children’s 
shoes, with camp and summer activi- 
ties coming up, selling is bound to 
accelerate. 

” 7 * 


COLORS POPULAR IN 
SAN FRANCISCO 


A SPELL of abnormally hot weather 
for May, with the thermometer reach- 
ing a high of 92, kept shoppers away 
from the downtown San Francisco 
shopping areas during the middle of 
the month, resulting in a drop in 
sales. However, the outlying subur- 
ban shopping centers had an_ in- 
creased demand for Summer foot- 
wear. Shoppers took advantage of 
the nearer trading centers and stayed 
away from the downtown area, 
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Many of the leading downtown shoe 
departments have been holding clear- 
ance and reduction sales in an effort 
to move their surplus stocks of mer- 
chandise. These sales, combined with 
cooler weather, helped to increase the 
sales volume during the last of the 
month and to offset the hot weather 
slump. 

Colors are proving popular with a 
wide range of shades to match most 
any color costume. These colors in- 
clude pink, powder blue, yellow, tur- 
quoise, lilac, tangerine, blue and red 
in the kid leathers. Black patent is, 
of course, moving steadily. 

A striking number being shown by 
Sommer & Kaufmann is a combina- 
tion ice white and summer scarlet 
mode] in several styles such as white 
heel and scarlet upper, or scarlet heel 
end white upper with scarlet and 
white bow decoration, in calf and 
suede combines. 

C. H. Baker is featuring high or 
little heel shell pumps in white linen. 
shantung or satin, dyed free to match 
the color of the customer's costume. 
Byron's have straws in a variety of 
shades and colors, priced at $12.95 
and $14.95. 


ee ee, 


BEST YEAR FOR WHITES 
CHICAGO PREDICTION 


Wirn a lagging and almost non- 
existent spring, Chicago retail shoe 
business is still trying to get up its 
normal seasonal momentum. Pro- 
longed cold and rainy weather has 
meant that this area has plunged di- 
rectly into hot weather, with insuffi- 
cient time to sell volume spring mer- 
chandise. 

At this stage, however, whites and 
other summer types have taken over 
in sales, Despite some off days even 
in this selling season, there are all 
indications that this will be the best 
white year in some time, Whites are 
selling in all patterns and have shown 
particular strength in the casuals. 
Some of the fashion stores have done 
particularly well with black and white 
combinations. Pastels are also impor- 
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tant. Although pink started out to 
retain its lead of a year ago, yellow 
has gained momentum, and blue and 
turquoise also point to volume. The 
Oriental influence has persisted in 
sales of gold flecked or trimmed 
prints. Punched pigskin has caught 
hold nicely in white and pastels, but 
does best in the natural shade. Vinyl 
continues in demand with indications 
that it will be a major factor this 
Fall. Springolators are becoming vol- 
ume shoes in some sectors. This is 
true in practically all colors and ma- 
terials. They are currently showing 
a surge in light-weight dark suedes 
and calfs in slim patterns, a trend 
which is also considered indicative of 
probable fall reactions. 

Men’s business is reported by some 
stores to have survived the bad 
weather better than women’s, At least 
sales of summer types got underway 
at an encouraging rate sooner than 
women's. Shantungs moved well at 
the beginning but with the coming of 
warmer weather more mesh and ven- 
tilated shoes are selling. Some black 
has sold, but camel and light wheat 
have also been active, and there has 
been some call for black and white 
and brown and white in plug pat- 
terns and wing tips. The soft glove 
leathers in step-ins, two- and three- 
eyelet tie low tops, and other casual 
versions are fast approaching volume 
and have been responsible for many 
multiple sales. 


BOSTON RETAIL SALES 
STILL SPOTTY 


As May ended, Boston shoe retailers 
practically unanimous in re- 
porting that spotty business was still 
the rule. There was disagreement, 
however, as to the reason, some at- 
tributing it entirely to weather condi- 


were 


tions, while others cited pleasant days 
on which volume failed to equal the 
same day last year. They theorized 
that it takes a succession of warm 
days to bring out buyers in force. 
This is something which didn’t hap- 
pen during the merry month of May. 

Equally at variance were reports of 
what women bought. Whites have 
moved reasonably well at some stores, 
while others reported that darker col- 
ors have been favored by 90 per cent 
of their customers. Casual types, some 
said, began to move during the third 
week in May while others, as June 
neared, predicted that this type could 
not be expected to sell in anything 
approaching volume until women were 
persuaded by the temperature to doff 
their spring suits and don summer 
frocks, 

Despite the spottiness of buying, 
the Joseph Antell store at Zero New- 
bury Street, reported a reasonably 
steady demand for footwear in the 
darker colors. It was commented that 
the cold weather has at least length- 
ened the season for these types while, 
at the same time, delaying the opening 
of the white season. 

On the other hand, it was said at 
R. H. Stearns Company, 140 Tremont 
Street, that white casuals had begun 
“to move into the picture” and that 
flax is in second place. It was believed 
that women had bought these lighter 
colors in anticipation of warmer 
weather to come in the not too distant 
future. Even straws have been moving 
at this high-grade store although the 
sale of meshes and playshoe types has 
lagged. 

At the R. H. White department 
store, 518 Washington Street, the 
news was that black is still the best 
selling color with blue second in mesh 
shoes although whites were being 

[TURN TO PAGE 67, PLEASE | 








WELL WEELED FOR OumeED 
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COB GEARY OPPOSITE Ur GOuane 


Three shoes and a name make this well heeled advertisement about heels 
for summer, Colors: white, pink, white and gold, yellow and coral, 
black patent, turquoise, beige. Frank More Shoes, San Francisco, 
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| WELL DEVELOPED LINES .............. King Bee 


| MEN'S 
SLIPPERS 
AND 
THERE'S NOTHING LIKE A WELL 
DEVELOPED LINE FOR SALES SUC. SANDALS 















— 


CESS AND PROFITS PLUS, KING BEE 
1S A COMPLETE, FAST-MOVING LINE 
WITH A STYLE TO SUIT EVERY 
CUSTOMER. VALUE-CONSCIOUS; 
QUALITY-CONSCIOUS CUSTOMERS 
CRAVE KING BEE SLIPPERS AND 
SANDALS , . . SO IF IT'S SALES. 
SOCK YOU SEEK, STOCK 
KING BEE, KING BEE SLIPPERS FEA. 
TURE BILTRITE NURON-FLEX AND 
NURON CREPE LIGHTWEIGHT SOLES, 





KINGS FOOTWEAR COMPANY ® 47 WEST 34TH STREET, NEW YORK CITY 
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SOFT...as an old Serenade | | 


. bs TRADEMARK 





the new 
Continental Leather 
by BREZNER 






Stylists say, ‘Bravo!’ We s ‘Si! Sil’ Yes . . . indeed! You must see Brezner's new shadow-tone 
leather sensation, NAP . ideal for men's, women's and children's high-quality casuals. 
Beautifully texture elting soft, yet tough and durable, NAPOLI pampers every whim of foot- 
wear stylists, (every movement of the foot, too)! 


And .. . NAPOLI translates so superbly the long, low lines of today’s Continental styling, you'd 
think it was tanned for that specific purpose! Fact is, it was! 
Send for swatches—TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
“Fashion Right" Leathers from our Tannery, Penacook, New Hampshire 


ST. LOUIS, MO CINCINNATI, OHIO NEW YORK AND PENN, MIAMI, FLORIDA ORIENTAL EXPORT 

H. B. Avery Co. John A. Spille Co. Homer Bear Jack G. Mendelsohn Liebman & Cumming 
MILWAUKEE, WIS ROCHESTER, N. Y. LOS ANGELES, CALIF. San Francisco, Calif. 
Harold |, Stewart John E. Graham & Sons Russ White Co. 


Handbag Representatives New York, N. Y., Chilewich Sons & Co. 
Representatives in All the World's Leading Leather Markets 
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[CONTINUED FROM PAGE 64] 


shown and advertised in order “to 
build up a desire.” Dollar volume is 
off for the year to date, it was said, 
and June and July were being looked 
forward to as months during which 
gains might be achieved. 

At 17 West Street, the E. W. Burt 
shoe store reported fair success with 
its promotions of pumps and oxfords, 


* * 


MILWAUKEE SHOES MOVE 
DESPITE WEATHER 


Wirt loud fanfare, promotionally- 
speaking, the Parade of the Whites 
was marching briskly along through 
Milwaukee and environs as May drew 
to a close and June opened. It had a 
slow and disappointing start due to 
the coldest spring since 1871, but 
Milwaukee women decided if they 
ever are going to buy summer shoes 
and white shoes, especially, the time 
had come. Business, too, was on the 
upswing in men’s shoe stores after 
retailer described as “a 
miserable spring season.” Children’s 
shoes were keeping pace and every- 
where there was brisk selling in can- 
items. The 
weather, however, was still the only 
slow factor, 


what one 


vas shoes and summer 


Promotionwise, retailers were push- 
ing some of their biggest programs in 
history and made much of the 
Memorial holiday with vacation shoe 
apparel, “Light on your feet and on 
your budget” headlined a half-page ad 
of a large department store’s budget 
department, in which “fun 
shoes” were pushed in the $5 to $6 
range--glove leather slings, T-strap 
gold-trimmed flat white 
leather, three-band straw wedge san- 
dals, T-strap flat wedges in red, 
panama and pastels, and panama or 
white glove leather slings, Foam- 
cushioned light weight leather san- 
dals with narrow wedges were selling 


shoes 


wedges in 


well in one store in panama, white 
and red at $9.95, Another department 
store casual section said that the cus- 
buying was a 
surprise” during an in- 


tomer interest and 
“pleasant 
formal modeling show and_ personal 
visit by a factory fashion consultant, 
previously advertised. Especially in 
demand were skimmer flats in neu 
tral, coral and powder blue fabric, an 
open heel cross strap fabric in black, 
navy, red and white, and a wide-band, 
cork soled sandal in red, navy and 
natural, 


June 15, 1956 


SALES UP IN 
TWIN CITIES 


Minneapolis 


ALES are up in the area as inter- 
est in Summer shoes increases. There 
was good promotion of shoes as 
Mother's Day gifts, tied in with hand- 


bags, bringing satisfactory results. 
John W. Thomas and Co. held a 
Spring sale with shoes regularly 


priced at $14.95 and $22.95 selling 
for $10.85 and $12.85. 

Pastels and white are moving for- 
ward in sales as favorites for Summer 
wear. Accent is very strongly on 
white. Combinations of white and tan 
or white or blue in calf are selling 
well for street wear. Other Summer 
shades attracting interest are pink, 
cucumber, melon, light blue and beige. 

Straws are very good, particularly 
those combined with mesh, either in 


white or natural color. Maurice L. 
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You will agree that this four column 
newspaper advertisement is off the 


beaten track. The store is Neiman- 
Marcus, Dallas. 
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Rothschild-Young-Quinlan Co. offered 
a halter sling in straw cloth, bow- 
trimmed in beige, red or black, sell- 
ing at $17.95. Vinyl with glass heels 
or vinyl combined with white leather 
or black patent is being shown, sell- 
ing at $14.95 and $16.95. 

While pumps still lead, wedgies are 
in good demand. Powers offered strap 
wedgies in white or pastel shades for 
Summer wear, selling at $10.95. Low- 
heeled shells in white mesh, beige, or 
pastels were also featured, selling at 
$9.95. 


St. Paul 


SHOES have been moving well as 
the season advances and Summer mer- 
chandise takes the spotlight. Stores 
are concentrating on cool, lightweight 
shoes in Summer colors since these 


mean extra purchases for strict ly 
Summer wear. Summer white in 
meshes is most popular, although 


there is good demand for black mesh, 
cut low with open toe, favorites with 
many for street shoes, Straw is also 
good, in very open styles, in stripes 
in black with white, tan umber or in 
all white. 

The Emporium presented wedges 
in natural or white in mesh overlaid 
with straw, promoted for comfort as 
well as smartness, selling for $9.95. 
Also shown were white kids with ny- 
lon lace mesh in ties, pumps or straps, 
selling for $16.95 and $17.95. 

Schuneman’s promoted a group for 
Summer wear in white or pastels, in 
wedge, low and mid-heels, done in kid. 
The colors were light blue, pink or yel- 
low. Shown also were white or beige 
mesh, 

Field-Schlick featured sandals in 
cool, shiki cloth in white, These could 
be dyed in any shade desirable, selling 
at $16.95. Also featured were vinyl 
sandals with lucite heel and bow, sell- 
ing for $18.95, 

Newman's showed pigskin wedgies, 
cork-cushioned, very flexible for com- 
fort, in white pink or beige, selling for 
$10.95, 
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write for swatches 
to Amalgamated 
Leather Companies, Inc. 
Wilmington 99, Del. 
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finishes you can see 


textures you can feel 


colors that sell on sight 
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Leather originals from a great kidskin leather tannery developed in the new super- 
soft textured surfaces as specified by foremost designers for all the important soft 


shoes of the current mode. These are the new tannages launched on a brilliant 
fashion career on New York’s 57th Street—now available for detailing in your 


second fall lines that anticipate early springtime trend-setters. 


LAPIN A—velvety nap goatskin with 
natural shrunken grain texture soft as a 
moth wing, in colors echoing the last word 
in fashion, Especially for unlined types and 
soft town spectators on curvy heels. 


LAV A—distinctive two-tone grainy tex- 
ture suggesting antiqued leather, with a 
lustrous demi-glaze, in colors that look 
wonderful with black patent kid heels and 
trimmings. Soft enough for glove-type flats. 





AMORA —matte finish kidskin fine 
grained and soft as glove leather, for com- 
bination with smooth kid or patent, In pale 
neutrals, basic colors, and the new pastels 
and brights for late fall and resorts, 


SOFTE E—new demi-glaze finish on our 
famous soft kidskin, Now newly important 
for two-color combinations in the sensa- 
tional cradle-sole Italian flats and low-heel- 
ers with hand-whipped moccasin details, 
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y” PACKAGED PROMOTION 
| I) for Red Goose dealers: 
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1Y%2 HOURS LONG! FIRST TIME EVER ON NETWORK TV! 
“LIVE” ON SATURDAY MORNINGS COAST-TO-COAST! 


Here’s the biggest, most powerful promotion ever to hit the juvenile 


retail shoe market! It’s your chance to tie-in and capitalize on the first 
Television Spectaculars ever pitched directly to children. A golden oppor- 
tunity for you to enjoy a whopping sales increase with Red Goose Shoes! 
Don’t miss this “‘spectacular’’ offer. The deadline for participation is 
July 15th. Ask your Red Goose salesman for particulars or write. 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 





St. Louis 


INTERNATIONAL Shoe Company has sent announce- 
ments to 1600 retailers inviting them to participate in 
special retail sales clinics in three key cities, New York 
and St. Louis in June, Los Angeles in July. 

Enthusiastic response to last year’s meetings warranted 
repetition of the sessions, which have been designed by 
International to give retailers practical, down-to-earth help 
with and solutions to basic problems every retailer faces. 
Attendance is expected to exceed last year’s total of ap- 
proximately 1600, of which number 500 registered for the 
St. Louis clinic, 

Noteworthy is the fact that International provides this 
service at no expense to retailers except for their trans- 
portation and hotel accommodations. In each city, cost 
of the reception and dinner dance on Sunday, luncheon 
and buffet dinner on Monday, and luncheon on Tuesday is 
all borne by International. 

Participating in the panel discussions will be top level 
International executives as well as other recognized spe- 
cialists on the subjects of window and interior display, 
advertising and promotion, and sales training. All sessions 
have been planned to give retailers immediate-use ideas 
to put into effect in their stores. 

Production workers in many St. Louis area shoe factories 
have returned from two-week vacation periods which began 
on May 28 as stipulated under union contracts. Since 
manufacturers began early in the Spring to notify retailers 
by letter that production would be halted for vacations 
and that retailers should lay their plans accordingly, little 
or no confusion was anticipated or resulted. 

Reports from leather men covering St. Louis would indi- 
cate that bookings for Fall shoes are slow and orders 
sketchy. Dealers are reported more hesitant to commit 
themselves for Fall than they were at this time last year. 


Chicago 


THE business picture has strengthened somewhat in recent 
weeks in the Chicago area. Practically all retailers have 
now completed their first and major commitments. This 
means that production schedules, although not filled to 
capacity, are running at a good rate. Salesmen will prob- 
ably have to remain on the road longer this season and 
more orders will continue to filter in well through June 
and probably even into July. 

The first orders, in many cases, were not as heavy as 
they normally might be. Orders for staples, and this means 
even some dressy staples such as assured selling pumps, 
have run about the same. Practically all have withheld a 
portion of their buying, mostly in high style and novelty 
types. The prolonged cold Spring is largely responsible. 
Most retailers in this area have had to write April off the 
books, for they came nowhere close to sustaining pre- 
Easter activity. Price changes have also been a factor in 
shifting of buying plans. 

Earlier fashion predictions are being confirmed for the 
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most part. In dressy shoes, the slim silhouette is favored. 
The pump remains volume. In fact, its position is not only 
so secure but has strengthened to such a degree that sev- 
eral houses are expanding their range of pump styles. In 
the open types, halters lead in sales, although strippings 
also show surprising strength. The springolator acceptance 
has meant that mule types are receiving increased atten- 
tion as to style treatment and variation. Soft leathers con- 
tinue to gain; in fact, are now demanded in practically all 
types of shoes. The acceptance of textured leathers is 
being expanded and heightened in two-tone combinations, 
such as grain and smooth, suede and faille, and mat and 
luster. Vinyls are also continuing as volume and give all 
indication of becoming year round shoes and necessary 
in all well rounded stocks. There has also been interest 
in fabrics particularly in faille and in ripple silk. 

Beige to brown colors are second only to black. There 
has been a revived spark of interest in the reds, especially 
the brighter treatments, and green, gray, and taupe, are 
pointed up as promotional colors. 

In the men’s field, there is strong evidence that the trend 
is swinging back to heavy type shoes. Several retailers 
have ordered in quantity with special promotions in view. 


New York State 


SHOE manufacturers in New York report that production 
has slowed down these past few weeks. It’s the vicious 
cycle of poor weather retarding sales at retail and, in turn, 
limiting merchants in the consideration of orders and 
reorders and, by that same token, affecting production of 
shoes at the source. The immediate prospects do not indi- 
cate any drastic change for the better. 

Orders for fall shoes are lagging at most Rochester fac- 
tories. Manufacturers in this area, aware of the somewhat 
unusual factors responsible for the slowdown throughout 
the industry, believe the problem will be short-lived and 
will largely correct itself. 

Rochester shoe executives hold the weather chiefly re- 
sponsible for very disappointing spring retail business in 
the northern part of the country. As a result, store inven- 
tories are uncomfortably high in some cases, causing re- 
tailers to go easy in buying for fall. 

However, neither manufacturers nor retailers think this 
awkward situation will greatly affect consumer demand for 
fall merchandise, Quite a few retailers are willing to con- 
cede that spring business will not really get going before 
warm weather causes customers to lose interest in spring 
shoes and turn to summer models, 

Their principal worry now is whether stores with too 
many shoes will get panicky and clear both spring and 
summer merchandise long before July Fourth. A Rochester 
retailer believes that self-interest will keep most stores from 
sacrificing staple shoes without compelling reasons. Novel- 
ties will be another story. 

One shoe man argues that, given a reasonable amount 
of warm weather, stores should register good summer busi- 
ness because some customers neglected spring buying. 
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But other retailers and manufacturers assert that business 
lost at one time cannot be made up later. 

As the principal Rochester manufacturers maintain ex- 
tensive in-stock departments, production is not so sensitive 
to minor fluctuations in orders as in some other factories. 
Business in infants’ and children’s footwear is believed 
to be holding up better than women’s lines. 

A maker of juvenile shoes says that almost all of his 
retail accounts show reduced buying recently, demonstrat- 
ing that similar conditions prevail in all sections. He gets 
some comfort from knowing that competitors are not cut- 
ting into his business. This executive comments that the 
Michigan area has been hit by automobile plant layoffs as 
well as poor weather. 

The Rochester shoe trade is speculating as to the sig- 
nificance of the decline in April sales of chain stores for 
the first time in many months. The feeling is that if the 
chains cannot get business, who can? 


New England 


EARLY June found New England manufacturers of 
women’s shoes with fewer orders on their books than they 
would like to have had but confident that the fall run would 
get well under way as soon as current retail inventories 
have been reduced, Production had slackened off in many 
factories, collections were reported to be slowing up to 
some extent and re-orders on whites and the better selling 
dark colors indicated by their size that spring and early 
summer business was still lagging in many parts of the 
country. While fall styles were being sampled freely, 
actual orders placed were for somewhat later than usual 
delivery. August and even September were more frequently 
specified than was July. Also, in the women’s division of 
the New England industry, it was reported that price re- 
sistance was becoming stiffer and that a few manufactur- 
ers, at least, had resigned themselves to accepting orders 
for fall at little or no increase. 

Reports from the Brockton area, with its heavy concen- 
tration of men’s shoe factories, were to the effect that 
orders were slow in coming in and that the fall run, there- 
fore, would be late in starting. Makers of the better grades 
detected no more than nominal price resistance. 

The children’s division of the industry is generallly in 
better shape with a continued demand for sport and plav 
types. 
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Los Angeles 


Man UFACTURERS in the Los Angeles area report that 
response to fall lines has been excellent and retailers are 
showing considerable interest in the new offerings. Too 
early yet to assess any very complete picture of their ac- 
ceptance, it can still be said that confidence in the future 
seems high. 

On the summer lines now being sold it is much easier 
to get an accurate report. Whites and pastel shades are 
making up the bulk of the deliveries and public acceptance 
is solid. One local manufacturer has been doing very well 
on re-orders on a wedge-heeled pump, completely open at 
heel and toe and with only a wide band of pastel kid 
coming over the arch of the foot. A moderate-priced seller 
($10.95), it and similar models have been getting a large 
section of the summer sales. 

Repeat and re-order business, according to some local 
manufacturers, is good but is primarily for August de- 
livery. In some quarters there are heard sounds of “over- 
stocked” coming from retailers. This may be normal and 
merely point to mid-summer clearance sales, but it could 
also possibly point to a slight decrease in customer pur- 
chasing or a slight resistance to price increases. Only the 
coming weeks can provide the answer. There does seem 
to be an increase in “banked orders”; a retailer may pur- 
chase 12 cases to get a more favorable price, then give 
orders to deliver six and hold the others for later delivery. 

One factor which could lend credence to the “over- 
stocked” claim is an upsurge in shoe shipment in the last 
couple of months. Andy Anderson of Republic Carload- 
ing stated to this reporter that they had recorded a big 
increase in shoe shipments on their media during that 
time and speculated that it might have been early buying 
to beat possible price rises. This would of course mean 
that the merchandise had to be moved out before further 
buys were made. 

Regardless of all these speculations, local manufacturers 
are still working on a full-schedule basis and no layoffs 
are foreseen in the future. Novelties and casuals have 
taken their usual summer upsurge in orders, basic blue- 
and-white and black-and-white pumps are selling for 
dressier wear, and no one will admit feeling a pinch yet. 





A Number Code Stock System 


AbopTiNnc an effective group numbering system, which 
makes it possible for the shoe salesman to quickly select 
the proper brand, size, color, and heel type of shoe, has 
shown many advantages for Pat’s Booterie, exclusive shoe 
store in Boulder, Colo. 

The system was adopted primarily to permit Pat’s Boot- 
erie to do away with “hashing of” stock which manager 
Richard Wattles feels detracts substantially from the ap- 
pearance of an open-shelf store. Specializing in better- 
price, exclusive shoe lines, Pat’s Booterie has leaned over 
backwards to maintain a “prestige atmosphere.” 

Under the plan, the entire shoe inventory was broken 
down into a series of groups, running from one to nine. 
Included were the top lines of Red Cross shoes, Florsheim, 
Little Yankee, and subordinate brands. 
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With the manufacturer’s stock thus grouped under a 
single number, 14 more color groups were established, each 
number from 1 to 14 indicating a specific color or its close 
variations. Then, another series of numbers was assigned 
to cover heel heights in women’s shoes and still another for 
specific styles of both men’s and women’s footwear. 

The result is a series of digits, rubber stamped on each 
shoe box, which tells the salesman at a glance everything 
which is necessary in locating the specific pair requested 
by the customer. The first digit indicates the group num- 
ber, the second two the color, the next, heel height, and 
following digits style. : 

“Our salesmen like the plan fine,” Mr. Wattle said, “it 
is a simple matter to memorize the code numbers and to 
apply them to every shoe sale. We have found that it saves 
digging into stock boxes to find the right color and heel 
height, and customers, of course, appreciate swifter service.” 
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No grinning, fewer cripples with 


B.F.Goodrich wood-core rubber heels 


Ww! cut a shoe in half to show you 
how rubber heels, made with 
B. F. Goodrich wood cores, keep pro- 
duction and quality up. Note how the 
wood core seats the heel firmly, per- 
manently. No danger of grinning or 
corner separation, and the heel retains 
its shape. 

The wood core gives an unlimited 
selection of nailing patterns. It's easy 
to miss the heel seat nails, greatly re- 
ducing the danger of cripples. 
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Wood cores are used in the popular 
new B. F. Goodrich and private-brand 
Extrasoft heels. Also in the new Con- 
tinental, Lo-Cut, Cowboy and Stitch- 
down heels. 

More and more, manufacturers of 
fine shoes are using wood-core rubber 
heels. Why not give your shoes this 
sales advantage? Your customers will 
like the lighter weight, the longer, 
more even wear, and the absence of un- 
sightly, dirt-tracking nail holes. Write 








today for details to Shoe Products Sales, 
B. F. Goodrich Industrial Products Co., 
Akron, Ohio. 


B.EGoodrich 


SHOE PRODUCTS 
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Ranch Type Decor 
In California Store 
[CONTINUED FROM PAGE 53] 


the room, add up to seating for 45 
customers. A touch of homeyness is 
supplied by planters, while a low, free- 
form table set before the hearth is used 
for displays of high fashion shoes. 

A section of the Fireside Room is 
called the Young Modern Corner, and 
its decor sets it apart. Gay plaids re- 
peat the colors used elsewhere in the 
store, and a dozen customers can be 
seated comfortably at the three deeply 
upholstered couches. This Corner will 
feature campus, resort and leisure 
shoes for women. 

A large window set into the wall op- 
posite the fireplace in the Fireside 
Room is bracketed on either side by 
twin bag displays. Merchandise is 
clearly visible from outside the store, 
and the casual arrangement of the 
bags encourages customers to take them 
from the shelves for closer inspection. 

The Junior Shop for children is 
actually three shops in one. A combina- 
tion of persimmon and gold makes the 
decor youthfully attractive, and amus- 
ing murals executed by Reg Acker are 
set low on the walls so that children can 
enjoy them. A dominating feature of 
the department is the monkey cage, 
where, in glass-enclosed air condi- 
tioned splendor, live two perky mon- 
keys, Miss Ess and Miss Kay. This cage 
is also visible from outside the store. 
A sign attached to the cage suggests 
that the child take a look at the “spe- 
cial monkey,” which turns out to be a 
mirror reflecting his own visage. 

A separate corner with brick walls 
was designed as a special shopping 
area for older boys. A decorative touch 
is the mobile composed of a balanced 
arrangement of football, basketball and 
catcher’s mask. 

A third part of the Junior Shop is 
“The Snippery,” a barber shop catering 
to children. The two barber chairs are 
scaled to accommodate tiny tots or 
teens and a barber is on duty every 
day. 

Storage space for 30,000 pairs of 
shoes is departmentalized so that stock 
is stored adjacent to the department 
where it is sold. Additional storage 
space is located on the mezzanine and 
stocks can be shifted by a conveyor 
belt. 

A Coed Center will eventually be 
established on the mezzanine where art 
exhibits and special school or club 
activities will be held. The Center will 
be available for meetings or parties. 

According to Herbert L. Sommer, 
president of Sommer & Kaufmann, the 
new store is a major step in the com- 
pany’s planned program of expansion 
in Northern California. The store was 
planned to resemble the type of ranch- 
type home and country living char- 
acteristic of the area it serves. 

The merchandising program is keyed 
directly to the locality, drawing custom- 
ers from the university town of Palo 
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Alto (Stanford University) and from 
thousands of suburbanites who make 
their homes in San Mateo County— 
“down the Peninsula” from San Fran- 
cisco. Weather is temperate and the 
season for casual shoes breaks early 
and extends well into Fall. Style mer- 
chandise is featured, however, and in- 
dications are that it will hold its own 
quite well in competition to casual 
shoe business. 

Store manager is Harold Kachel, 
who was formerly store manager of the 
firm’s Market Street store in San Fran- 
cisco. His assistant is Chester Hart, 
and there are ten clerks, with from 
four to five extra clerks on Saturday. 
During the peak hours, there is a 
hostess to greet customers and seat 
them. She also makes out charge ac- 
count applications. Her presence adds 
an additional touch to the informal 
atmosphere of the store, making cus- 
tomers welcome and comfortable. 

Architect was Mario Gaidano, in- 
terior decoration was by Robert McNie. 
Fixtures were by Royal Showcase Com- 
pany, and the contractors were Wag- 
ner and Martinez. 





Herbert Cox, 
Correct Shoes 
[CONTINUED FROM PAGE 57] 


groups. Plenty of diversion is pro- 
vided for the children. There is a large 
mechanical horse, a spring-type hobby 
horse, and a table with small chairs 
and stuffed animals for the smaller 
children. 
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Thayer MeNeil, Boston, adv. 


The store’s ceilings are Celotex and 
all the walls are painted a putty color. 
The carpet is solid gray. The colors 
blend with the furnishings and give a 
warm, friendly atmosphere. 

Mr. Cox believes that a general store 
cannot offer the wide variety of lasts, 
sizes and colors in comfortable shoes 
that a store specializing in them can. 
For women he carries nothing but ox- 
fords—no straps, no pumps, no loafers. 
For men and children he follows the 
same policy, except that some straps 
are carried for children and are pro- 





moted as “party shoes,” with oxfords 
emphasized for school and play. 

The store’s policies are the result of 
long experience in retail shoe selling. 
Mr. Cox has been actively engaged in 
this field for 35 years, with a back- 
ground that includes chain, family, spe- 
cialty and department stores. His pres- 
ent business was established in 1942. 
The new store was opened this year. 

Mr. Cox is fitted for a “shoe com- 
fort” program by much special train- 
ing. In addition to the various training 
courses that are available to shoe men, 
he has worked closely with a number 
of orthopedic doctors. One special pro- 
gram was carried out at Kernan Hos- 
pital for Crippled Children in coopera- 
tion with the two resident orthopedists 
and Mr. Cox’s associate, Mr. Eric 
Franken. A cadaver was obtained 
from one of the hospitals and dissected 
in a series of evenings extending over 
several weeks. Each part of the ca- 
daver was studied and discussed in its 
relation to shoes. 

Mr. Cox has also taken part in a 
number of seminars where orthopedists, 
therapists and pediatricians exchanged 
views on the various aspects of shoe 
therapy. He has lectured on shoes to 
clubs and shoe groups; appeared on 
television for the Department of Edu- 
cation as an authority on children’s 
shoes, and lectured to the doctors of 
Johns Hopkins Hospital on children’s 
shoes. 

In 1980, Mr. Cox examined the feet 
of over 10,000 school children and in- 
stituted a course of foot exercises in 
the schools’ health program. This type 
of work is now in the hands of doctors. 

Associated with Mr. Cox are his son 
Gordon, and Mr. Erie Franken, who is 
manager of “Herbert Cox, Correct 
Shoes, Inc.” in Little Rock, Arkansas. 

Until the present store was opened, 
no advertising was done except direct 
mail to the customer list, and public 
relation work. Now the Sunday paper 
is being used with an advertisement 
once a week emphasizing “shoe com- 
fort.” Each advertisement carries the 
guarantee, “Wear our shoes for 14 
days—if they are not more comfortable 
than any you now have, return them 
for a full refund.” As yet no shoes 
have been returned, 


Leeds Holds Grand Opening 
At Westlake Shopping Center 


San FrRANcisco—Leed’s new West- 
lake store, located in the Daly City 
Westlake Shopping Center, was opened 
to the public recently. 

Decor is a striking mauve and yellow 
—mauve for ceiling and walls, while 
fixtures, desk and bag counter are in 
yellow. The store seats 45. Roy 
Paneri is store manager. He was 
formerly manager of Burt’s, San Jose, 
and has been with the company for 
eight years. 

Store hours conform to those in effect 
for other tenants in the shopping cen- 
ter. 


75 








sere 








¥ 


ODO worth oF Buvinc TALENT 













New Gore Slip-On 
in Red Brown, 
Black or Cordo 


2-Eyelet Moc Vamp 
in Black, Red Brown 
or Black Grain 


The Biggest Chain-Store Buyers, the Biggest 
Department Store Buyers, the Best Specialty 
Shop Owners have made their Fall ROYAL 
CADET Selections!! These 5 Styles Appear 
Most Often on their Orders. Are You Stock 
ing these 5? You ought to give each of them 
some thought. Remember, ROYAL CADET 
makes GOODYEAR WELTS only .. . to 
retail from $5.95 to $7.95 .. . for Little 
Gents, sizes 12 to 2; Boys, sizes 244 to 6, 
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and Young Men, sizes 6 to 11, in B, C, and 
D widths. 
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5-Eyelet Plain Toe 
in Red Brown, 
Black or Cordo 


Iroquois 5-Eyelet 2-Eyelet Plain 
Overlay Vamp in 
Black, Red Brown 


or Burgundy 







Toe in Cordo 
or Black 
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B. Rich’s Sons 
Continues Growth 
[CONTINUED FROM PAGB 56] 


by about 60 per cent. This is also ex- 
pected to eliminate fading of display 
merchandise. The special type windows 
are also expected to reduce the air 
conditioning load. “Estimates are that 
it will reduce our air conditioning by 
five ton,” Frank Rich, recently elected 
president of his firm, reports. 

Throughout the store there has been 
a deliberate avoidance of the traditional 
in shoe store fixtures, design and ap- 
pointments. “After much research for 
furniture,” said Frank, “we bought 
wrought iron based chairs with white 
vinyl coated, open meshed seats and 
backs, cushioned with foam rubber, 
covered in a variety of colors and ma- 
terials.” The chairs were especially 
designed by Harry Bertoia, a well- 
known sculptor. 

The furniture throughout is alike, 
the only difference in the three selling 
areas is in the tones and colors used. 
Furniture in the children’s section is 
upholstered with a plastic material 
that resembles leather and can be 
cleaned with a damp cloth. 


Carpeting 

The carpeting, especially dyed by 
Bigelow Sanford Company, combines 
brown, beige and gold tones and is 
woven of a rugged wool twist. Made 
with a rubber cushion attached at man- 
ufacture, it is cemented in strips to 
the concrete floor. The main walkway 
has a natural cork covering. This, to- 
gether with the carpeting, deadens 
sounds. Carpeting is wall to wall. 

In the area where customers are 
seated around the walls, a 2 by 4 plank 
was placed under the carpeting near 


the walls. Chairs cannot be tilted back, 
with the result that heads cannot re- 
cline against wall to soil the fine-tex- 
tured finish of the panelling. 

Sectional shoe displays indicate the 
particular area for a customer. Men’s 
and women’s departments are at the 
front of the store; the children’s area, 
in the rear, is approached through a 
trellised walkway in the center of the 
store. 

One section of the trellised area 
houses the cashier’s and wrapper’s 
desk. Directly opposite is a very large 
unit, one side of which is composed of 
a large number of plexiglass drawers 
containing all children’s socks and 
hosiery. These are exposed to the cus- 
tomer’s view for ready selection of mer- 
chandise as to size, price and color, 
without disrupting the stock. 

On the other side of the trellis is a 
bar for women’s handbags and hosiery 
and directly across is a Zee bar dis- 
playing more casual footwear. Most 
display tables are of unusual design— 
resembling end or cocktail tables—in 
natural oak and covered with buff lino- 
leum. 


Sixty-four separate electric circuits 
control the intricate lighting system 
which includes both exterior and in- 
terior fixtures. There are 82 separate 
light fixtures in the ceiling. Four 
clusters of Japanese-type lantern bub- 
bles, suspended on very thing wires, 
are artistically placed over major dis- 
play units. The bubbles are not uniform 
in size nor are they suspended at equal 
heights, for the purpose of giving a less 
formal and rigid appearance. Twelve 
brass fixtures suspended on long brass 
stems may be adjusted to highlight 
particular merchandise as spot lights. 
The century spots in the ceiling proper 
are also adjustable for focusing at- 
tention on key points. 


Stock is arranged behind the selling 


area of each division. Approximately 
13,000 pairs of shoes are now in stock 
with expansion room to accommodate 
up to 15,000 pairs. The service entrance 
is concealed from customer view by a 
Dutch style panelled oak door. All mer- 
chandise is received, sorted and sent 
to stock from this area, which also 
gives access to the shoe repair shop now 
located on the premises. Customers’ 
shoes from all Rich stores, and outside 
business as well, are repaired here. 
The fully equipped repair shop in the 
basement level is air-conditioned in the 
same way as the rest of the building. 

Adjoining the shoe repair shop is a 
large spacious room equipped as an 
art department. Mr. Frank Waggaman, 
with more than 20 years at Rich’s, has 
never before had his own operation 
located on the premises. The depart- 
ment is a well lighted, spacious, air- 
conditioned studio. Mr. Waggaman, 
has repeatedly been given awards both 
locally and nationally, for his displays. 


Inter-Com-System 


The telephone system, serves all 
three Rich stores. Phones on the sales 
floor enable salespeople to call other 
stores for additional stock. 

From the expert planning and de- 
signing of the selling area, through 
the stock room shoe repair shop, art 
department and in all phases of this 
operation, no factor has been neglected 
in bringing together the finest mate- 
rials and equipment for a successful 
enterprise. Even the cash register, a 
$3,400 outlay designed by Mr. Frank 
Rich, saves the cost of an additional 
employe, the bookkeeper. Bookkeeping 
is done each time a sale is rung. At 
the end of the day, totals and re- 
capitulations make the proving by 
robot bookkeeper comparatively simple 
with this “Junior-Grade Univac” as 
it has been nicknamed locally. 





Good Planning for 
Limited Space 
[CONTINUED FROM PAGE 59] 


and full length glass doors give a full 
view of the store interior. Kerry tile 
in brick red leads from the lobby into 
the store. The display windows on the 
left side of the lobby entrance are for 
men’s shoes and have a chartreuse 
background, while those on the opposite 
side are for women’s and children’s 
shoes and have lime white backgrounds. 

Upon entering the store, one finds 
directly to the right a sixteen foot long 
handbag, hosiery and accessory de- 
partment. Here a receptionist greets 
visitors, answers questions, and di- 
rects customers to the proper salesman. 

A bleached oak divider running 
lengthwise separates the men’s and 
women’s sections. Directly in front of 
the men’s section is a men’s sock bar. 
The men’s shoe stock is arranged along 
the left wall on shelves running fifty- 
five feet long and seven feet high. The 
comfortable men’s fitting chairs face 
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these shelves with their backs toward 
the women’s section. The wall is broken 
by two box display sections and a full 
length mirror. The color decorating 
scheme here is of a citron hue. 

The women’s section occupies two- 
thirds of the width of the floor space. 
This is broken by three display sec- 
tions. The color scheme here is coral 
for the walls and blue-green carpeting. 
Part of the women’s stock is arranged 
on shelves along the wall, but the ma- 
jority of it is in a concealed stock room 
directly back of the shelves and is 
reached through draped entrances at 
the front and rear. Full length mirrors 
break the lines of shelving in the 
women’s section. 

At the rear of the store, under an 
alcove and in front of a pumpkin-col- 
ored wall, is the children’s section. A 
hobby horse adds to the attractive set- 
ting here. 

Lighting of nearly daylight intensity 
is secured from two channels of recessed 
lights running the full length of the 
ceiling, supplemented by a series of 
eyeball spots that center on the display 


sections. 

The problem of taking care of the 
large stock of merchandise to be carried 
in the new store was solved by con- 
structing a new wall, six feet out from 
the sidewall, along the length of the 
women’s section. This created a sev- 
enty-foot long corridor along the com- 
plete length of the store. The stock is 
kept on shelves on both sides of this 
corridor from ceiling to floor, along the 
full length. In addition there is a con- 
cealed stockroom and mezzanine section 
at the rear. The mezzanine section 
contains the offices and a salesmen’s 
display room, as well as surplus stock. 

The new store at 527 Fourth Street 
is only a few doors from the old loca- 
tion at 519 Fourth Street. Smith’s Shoe 
Store was established in the old loca- 
tion in 1944 when Don C. Smith took 
over the former Wolff’s Brownbuilt 
Shoe Store. In 1948 Don C. Smith sold 
the store to the present owners, Stanley 
Tanner and E. Ray Smith. These two 
kept the store name of Smith’s Shoe 
Store, under which it has continued to 
operate. 
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ARE YOU PREPARED? 


Come to the Greatest Showing 


of FALL and WINTER SHOES in the East 
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. LIST OF EVENTS 

@ $500 U.S. SAVINGS BONDS 
GIVEN AWAY. YOU MUST 
REGISTER. 


@ FREE PARKING ON SUNDAY 
4 WEEKDAYS AFTER 6 


@ OPEN HOUSE 9 A.M. TO 
9 P.M. 





@ SPECIAL MERCANDISING 
@ REFRESHMENTS WILL BE 
SERVED. 
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THE NEW YORK SHOE WHOLESALERS 
MARKET WEEK AND OPEN HOUSE 


June 24 - June 27 


The welcome mat is out for you and the stage is set with the greatest collection 
of Fall and Winter styles ever assembled. They're awaiting your critical 
examination and approval at this gala Market Week and Open House. Come, 
See, Learn and Enjoy buying the profit making shoes you'll need for a Prosperous 
56. You'll love the styles, you'll like our entertainment features and the friendly 
atmosphere of this different kind of Show. 


NEW YORK SHOE WHOLESALERS ASS'N 


DUANE, READE, CHURCH & W. BROADWAY ° NEW YORK, N. Y. 
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The Shoe Traveler 


(CONTINUED FROM PAGE 47) 


about what they like in their work. 

Second, a substantial number of men 
wrote in such comments as these, in 
connection with this question of their 
dislikes: “Don’t dislike anything about 
my job,” “None apply to me,” ete. For 
a substantial number of travelers, it 
appeared important enough to them 
that they state specifically they had no 
dislikes rather than just pass up an- 
swering the question. 

Finally, when the answers to Ques- 
tion No. 8 are analyzed, the top dislike, 
in total votes, was “Parking problem.” 
This dislike, having no genuine rela- 
tionship to selling nor to shoes them- 
selves, received 28 per cent of all votes. 
However, “Parking problem” was sec- 
ond to “Don’t earn enough” when mea- 
sured in terms of first-choice votes 
alone. 

“Don’t earn enough” scored a scant 
fraction more first-choice votes than 
“Parking problem,” which was followed 
—both in total votes and first-choice 
votes—by “Traveling.” The fourth dis- 
like, in total votes and first-choice 
votes, was, “No future.” “Kind of 
people you have to sell” was a distant 
fifth in the list of dislikes, while “Shoe 
business” was the least disliked factor. 

Among written-in comments most 
frequently repeated in connection with 
this question were: “Commission rate 
too low”; “Hotels indifferent, sample 
rooms hard to get’’; “No pension plan”; 
“High traveling costs.” 

Studying likes and dislikes of shoe 
travelers, as revealed by the survey, it 
would seem that manufacturers do not 
lack for men who like their work, whose 
general attitudes about their jobs are 
sound and healthy. 

While, naturally, the desire to earn 
more money is ever present for shoe 
travelers as for most people, it is far 
from being the only or even the strong- 
est yardstick by which salesmen calcu- 
late things. They like to sell, they like 
shoes themselves. They don’t travel be- 
cause they like to be away from home 
nor because tey prefer the indepen- 
dence from “office bosses.” Their ap- 
proach to their jobs is positive. They 
prefer the satisfaction of selling over 
everything else, and probably in this 
is the key to earning more money. The 
manufacturer who helps his men derive 
keener and more satisfaction from sell- 
ing undoubtedly has a better, happier, 
higher-earning sales force as a result. 

Additionally, in what ways can the 
manufacturer aid his salesmen in culti- 
vating still further their basic liking 
for shoes? A considerable number of 
travelers voted “Shoes themselves” as 
an important reason: they liked being 
salesmen. Surely, this is a tangent 
well worth pursuing, in fortifying the 
successful salesman as well as bolster- 
ing up the less successful man. 

But shoe travelers are outspoken not 
only in their general likes and dislikes. 
They feel specific things about their 
relationship to their factories, to their 
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retailer-customers, to each other. All 
of these go into the making of a shoe 
traveler. The article to follow in this 
series will discuss some of these, in the 
next issue of this magazine. 





There’s Gold in 
Those *Tweenagers 
(CONTINUED FROM PAGE 49) 


line of such shoes. And then for a shoe 
store or department to introduce these 
shoes in a separate department. It may 
be that they will have to depart- 
mentalize even within this department 
since there is considerable difference 
between a girl of 13 and another of 
17 or 18. 

One further word about the styling 
of shoes for these girls. They start 
life with perfect baby’s feet. It is a 
shame if they are put into shoes built 
on lasts which squeeze the big toe out 
of its normal straight inside line and 
pinch and double the little toes. 





Denver Store Correlates 
Shoes and Men’s Department 


DENVER—Novel thinking in the de- 
sign of a men’s shoe department is fea- 
tured in the brand new University Hills 
store of the May Company here, which 
opened here recently. 

Shelby Hudgins, buyer, scored a con- 
spicuous “first” when the entire de- 
partment was televised to the public as 
part of the grand opening ceremonies. 
With something like 150,000 people 





looking on, a television commentator 
pointed out some of the unusual fea- 
tures in the men’s department. 

First, instead of being located along- 
side the women’s and children’s shoe 
department, such as is often the case 
in suburban department stores, that of 
the May Company is situated immedi- 
ately to the left of the men’s clothing 
and furnishings departments where a 
much closer correlation between each 
can be expected. 

Next, a novel touch of decor is in- 
cluded in the fact that the walls, carpet- 
ing, and the upholstery on the 18 fit- 
ting chairs in the department are of the 
same color and material. A heavy 
pebble-grain cloth in alternate gray 
and green was used for upholstering 
the chairs, while the walls are covered 
with the same cloth, glued down tightly, 
over a composition surface. The car- 
pet, which combines both colors in a 
pebble-grain finish, was custom-woven 
for the department as well. 

Even the drapes which separate the 
sales area from the stockroom follow 
the same color theme and design. 

The men’s shoe department has stock 
space for approximately 2,500 pairs of 
shoes and will operate with two sales- 
men. Brands carried include Winthrop, 
Nettleton, Taylor, plus Chippewa boots, 
and Evans slippers. 

The television presentation resulted 
in a record turnout of customers for 
the first two days of a brand new store, 
it was indicated. A two story, million- 
and-a-half-dollar structure, the new 
suburban May Company branch will 
offer the same selection of men’s shoes 
as the downtown store. 





New Wallpaper Pattern for Shoe Stores 





The Warner Company, Chicago, makers of decorative wallpapers, have developed 

a quality hand printed pattern of boots and sandals suitable for modern shoe 

stores. Available in three background colors: white, soft blue and charcoal brown, 
with lively and fashionable top tone colors. 
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FOR EXTRA WORKSHOE SALES 
the best known soles 
and heels in the world 










LONG WEARING 
SLIP RESISTANT 


RESISTS: 

¢ Oil 

* Heat 

* Acids 

© Caustics 


Neo-Cork soles are balanced for safety .. . 
for comfort . . . for longer wear. The Neo-Cork 
Balanced Formula is specially suited for 
work and industrial wear. It resists oil, heat, grease, 
acids and caustics. It is highly slip 
resistant for greater safety. Not too heavy 
- not too light . . . Neo-Cork soles 
are just right for complete comfort. 


straight 


7 through 14 
ron—7 through 15 


94 ao 14 iron 
18-14 


COLORS: Black and Brown with matching heels 6/8-7,/8 





cc2 


Conedion Plant 
GRO-CORD RUBBER CO. of CANADA LTD. 
Tillkonburg, Ontario 
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The Modern Retailer 
Must Specialize 


[CONTINUED FROM PAGE 61] 


By concentrating on women’s and children’s better qual- 
ity shoes, Harlan’s can now carry many more styles and a 
more complete range of sizes. 


AAAAA to EEEEE 


This is the second point in the development of Harlan’s 
as a special type of store. Harlan’s now carries women’s 
shoes in sizes 1 to 12 and in widths from 5 A to 5 E. In 
fact, Mr. Lan believes that his store now carries more 
wide width shoes than any other retail outlet in Spring- 
field. According to Mr. Lan there are many women in 
that area of Western Massachusetts of Polish extraction 
and they tend to have wider feet than many other races. 

The size range is stressed in the store’s advertising but 
Mr. Lan believes that undoubtedly the best promotion the 
store has is satisfied customers. He reports that some of 
his customers live twenty and thirty miles away. Because 
they know that Harlan’s is the only store that carries the 
styles they want in proper widths, they will make the trip 
to Springfield in spite of the inconvenience. 

Mr. Lan and his assistants try to do a very careful job 
of fitting. They want to be known as specialists and they 
feel that it is good business to refuse to sell a customer 
if they do not have the right type of shoe or the exact 
size to fit her satisfactorily. Following this line of thought, 
Mr. Lan believes it very important to give the customer a 
complete adjustment if a mistake is made in fitting her 
or if the customer is not completely satisfied with the way 
the shoes feel on her feet. As Mr. Lan says, “Customers 
may not say a thing if you fit them properly. That is the 
service they expect. But if you do a bad job—or are not will- 
ing to make an adjustment—those ill-fitting shoes will 
plague them so that they will continually blast your store 
to their friends and neighbors.” 

Not that Harlan’s makes mistakes very often in their 
fitting. However, as anyone who has ever worked in a shoe 
store knows, mistakes can always occur if the store is 
particularly busy, if the salesman does not recognize cer- 
tain foot characteristics that will affect the fit, or if the 
customer is very set in her ways. It was the observation of 
this reporter that Harlan’s attempted to give the customer 
complete satisfaction at the moment; to order the proper 
shoe if they were momentarily out of stock; or to suggest 
to the customer where suitable shoes could be found. 

Harlan’s carries several brands of women’s shoes, but 
in its sales approach the store tries to emphasize that “it 
is the store to go to for proper fitting.” Mr. Lan wants 
Harlan’s to be known as the store where customers can be 
fitted properly—not as the store that carries such and 
such brands of shoes. 


Tell the Public 


Harlan’s has used its advertising to tell the public of 
the store’s change in personality. Mr. Lan usually adver- 
tises in the local newspapers twice a week. On Tuesday, 
the advertising is directed towards women who are likely 
to shop during the week. On Friday he runs an ad on 
children’s shoes because mothers would be more likely to 
bring their children in for shoes on a Saturday. Mr. Lan 
avoids Wednesday and Thursday editions for his ads. On 

[TURN TO PAGE 82, PLEASE] 
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NOW READY! 


The Most Complete 


SHOE DISPLAY AND SALES 
EQUIPMENT CATALOG 
EVER PUBLISHED 





WINDOW DISPLAYS 
INTERIOR DISPLAYS 
" | WRAPPING COUNTERS 
ane | SHOWCASES 

SALES TABLES 
HOSIERY MERCHANDISERS 
CUSTOMER CHAIRS 
STORE FURNITURE 


NEW SHOE DISPLAYERS IN 
POLISHED BRASS and 
SATIN CHROME 





32 PAGES oF teste> AND PROVEN WROUGHT IRON DISPLAYERS 
SHOE SELLING EQUIPMENT... designed and SHOE SETS 
and manufactured by the nation’s foremost auda host of other clemal 


specialist in the Shoe Display Equipment field! 


@eeeeoeeeaoea ee eee eeeeeeeeeeeeeeeeeeeeeeeeeeee 


WE ARE: [_] SHOE RETAILERS [_] SHOE MANUFACTURERS 


Please Rush YOUR NEW COMPLETE 
SHOE DISPLAY AND EQUIPMENT CATALOG 





THIS COUPON TODAY! 


for YOUR GUIDE to 
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modernization and increased 

4 YOUR NAME a 
SALES and PROFITS! . 
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: 
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; Dept. BS-315 
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* — AMERICAN FIXTURE INC. 2300 Locust sr., st. tours 3, mo. 


New York: 11 W. 42nd St., New York 36, N.Y. * Chicago: 220 W. Adams St., Chicago 6, III. 
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You can sell Footlets with every pair of shoes! 

Only Footlets are Sanitized...a new process that retards 
perspiration odors, arrests growth of bacteria, is 
self-sterilizing, self-antiseptic. Besides these strong 
selling advantages, only Footlets possess the fashion 
and comfort extras that result in fast acceptance: 
no-show shell vamp, power grip stay-on heel pad, 
fashioned side-seam toe. Stock Footlets for easy 
extra profits twelve months a year! Most women buy 

3 or more pair at a time. Styles for every shoe in 
Helanca stretch (one size fits all), sheer run-proof nylon 
and fine cotton lisle... retailing from 20¢ to 89¢. 


J. W. LANDENBERGER & CO. 385 Fifth Avenue, New York 
Manufactured in Canada by: Cosmo Underwear Co. Ltd., exclusive ticensees 











The Modern Retailer 
Must Specialize 


[CONTINUED FROM PAGE 80] 


these days the newspapers are the largest and he fears 
that small ads might be overlooked. An average Harlan 
ad is two columns wide by five inches high. Mr. Lan has 
developed a symbol for his ads which reflects the nature 
of his store. Other than that he tries to keep them simple 
and in good taste. He uses mats supplied by shoe manu- 
facturers, but more often will use parts of the mat rather 
than the whole mat itself. In this way Mr. Lan believes 
that his advertising more closely reflects the personality 
of his store. 

Mr. Lan also uses a mailing list to contact customers. 
He does not buy lists because he feels that this is too hit 
and miss, and too expensive. Instead, he directs his mail- 
ings to satisfied customers. As Mr. Lan says, “Advertising 
is expensive. To be effective and pay for itself, the adver- 
tising must concentrate on people who have been in the 
store before or live within a reasonable distance.” 

In November, 1952, Harlan’s opened a branch store in 
Chicopee which is seven miles from the center of Spring- 
field. This is a family type of store and has been success- 
ful from the start. “The fact that this is a family type of 
operation does not mean a move away from specialization,” 
according to Mr. Lan. “Specialization to me just means 
catering to the specialized wants of certain groups of 
people. A type of store that would be successful in Spring- 
field would not necessarily work out in a smaller commu- 
nity. Near Chicopee is a large air force base. Many 
servicemen and their families live nearby. Studies have 
proved that whole families like to get into the car and 
shop together. At Chicopee we cater to the father, the 
mother and the children, because they are likely to all 
come in together. A study of the community and its shop- 
ping habits gave evidence that this type of store would be 
successful in Chicopee where it would not in downtown 
Springfield.” 


SHOE ENOUGH 
By Bess Ritter 


Topay’s great American shoe industry had its beginnings, 
interestingly enough, in those antique accessory “cobbler 
bench” type coffee tables that are used in so many modern 
living rooms today. For this style was originally employed 
in colonial kitchens in the 18th century for fashioning shoes 
for the whole family, and every member, excepting the 
very littlest, was kept busy during the Winter months in 
this manner: The men cut the heavy leather and attached 
the soles. The women bound the edges. The children did 
the finishing, and it’s quaint to note that the soles were 
fastened by means of small wooden pegs that were hand- 
carved from maple. There were no “left” or “right” shoes. 
Instead, each pair was interchangeable. 

In time, naturally, some enterprising farmer hit upon the 
idea of setting up a small shop near his house, and before 
long plenty of others followed suit. Each one usually had 
three or four assistants who soled and finished shoes after 
the parts had been stitched together by the village cobbler. 
This seemed to satisfy the foot needs of the populace until 
a brand new type of workshop opened up in Lynn, Massa- 
chusetts. It was really different because each operation in 
the making of a shoe was handled by a man who was 
trained for just this job. 

[TURN TO PAGE 84, PLEASE] 
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“Walk-Over” Opens 
157 New Accounts! 


And Boosts Sales to Independent Retailers 26% 











No. 3915 What a Spring Selling Season it was! We at — 
vd Over are mighty proud that 157 outstandin 

Brown Glove Leather — Unlined retailers became new Keith accounts this ioe 

Lucerne last by Walk-Over : helped us register a whopping sales increase of 
Geo. E. Keith Company lines — Walk- 

ith Highlander and Wm Joyce. 


pe beginning! 
ing this kind of increase you 


No. 101 

Triple Play 

Maple or Walnut Glove Leather 
Crepe covered wedge 

By Whi Joyce 
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NON-IMPREGNATED 
WOOD TREES WILL 
ABSORB MOISTURE 


Only natural hardwoods kiln dried 





and worked to a carnauba smooth finish 


can properly absorb moisture. ONE 
of the great advantages of wood 
trees is their ability to keep shoes dry 
through their absorbtion qualities. 
A lacquer finish spoils this quality. 
Order from 


ROCHESTER SHOE TREE CO., IN 
ROCHESTER 4, NEW YORK 
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Shoe Enough 
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If it weren’t for the fact that there were dull periods 
when these specialized workers had nothing to do, perhaps 
all shoes would still be made the way they were then— 
i. e.—upon request. The customer came into the shop, 
bringing his own leather with him, from which his shoes 
were cut. But there were slack days, when it was just 
plain wasteful not to keep employes busy, and so they were 
ordered to spend their time making “unordered” shoes, 
which were displayed in the windows of various shops 
where the housewives did their marketing. 

But the real red letter year for the retail shoe trade is 
1794, because that was when the first retail store opened 
up its doors to the public, in the city of Boston, even 
though it was a far cry from today’s progressive shoe store. 
It was run by the Reed brothers, who, until then, had 
peddled their wares from a horse drawn wagon, and al- 
though it did stock an assortment of “unordered” or “sale 
shoes,” it was only open for business on Wednesdays and 
Saturdays. 


Editorial Outlook 


[CONTINUED FROM PAGE 15] 


And so the opinions go, and the suggestions for 
improving shows are as plentiful as they are vehement. 
Fewer regional shows, more business-like shows, less 
entertainment, longer work hours, fewer hospitality 
rooms, no outside activities to draw traffic from the 
halls are but some of their suggestions. 

A most practical suggestion comes from a highly 
successful salesman to the effect that an educational 
program to retailers should be instituted to impress 
them with the difficulties the salesman faces in attempt- 
ing to service all of his accounts in their stores. In 
face of the multiplicity of accounts in the average terri- 
tory, the distances to be covered, the parking problem, 
the length of time necessary to spread a line, and the 
constant interruptions which take place within the store 
itself, it is virtually impossible for the salesman to visit 
each account in his store even once during a season. 

Salesmen maintain permanent sample rooms in shoe 
buying centers at considerable expense for the con- 
venience of the merchant so that he may shop lines in 
reasonable privacy, and see them in their complete 
range. Like shoe shows, these permanent sample rooms 
should be patronized by retailers for purposes of com- 
parison, discussion and buying. By regular visits to 
market the retailer helps his salesman to service his 
account more efficiently and, in fact, helps himself to 
buy more intelligently. 

And so there appears to be a real need for a better 
appreciation by merchants of the important part the 
shoe show plays in the industry. When such an appre- 
ciation is engendered, improved BUYING action should 
result. But it is well to remember that in the last 
analysis “open-to-buy” must always determine the suc- 
cess of any shoe show. 
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Te Eka thar wer Nae” 


— the Goodyear Outsole Stitching Machine 


MODEL “A” 


Outstanding among dozens of improve- 
ments in this greatly advanced stitch- 


ing machine is its new type feed action. 


UNITED SHOE MACHINERY 


BOSTON, MASSACHUSETTS 


The work is fed by the combined move- 
ment of presser foot and table... 
instead of the awl. This new feed 
principle alone leads to quality ad- 
vantages, some economies not before 
possible, and a reduction in operator 
effort. 

For complete details about the new 
Model ‘'A’’ Goodyear Outsole Stitch- 
ing Machine, get in touch with the 


United Branch Office that serves you. 


Leading features of the 
New Goodyear Outsole Stitching 
Machine — Model “A” 


@ Faster and smoother in operation. 


@ Awl and needle breakage reduced to a surprising 
degree with savings in costs and fewer delays. 


@ Better thread control system aids stitch appearance. 
@ Work is held firmly. Stitch is firmly set. 


@ Rubber and crepe soles can be stitched dry, saving 
time and money. 


@ Larger bobbin means fewer replacements per day 
— fewer wasted thread ends. 


@ Numerous improved design features — front. 
mounted wax pot — built-in light — improved edge 
gauge. 


@ Less operator training required. 


CORPORATION 

















SEBAGO-MOC COMPANY 





FAMILY 
SALES... 


Dad says, “Make mine Patented Welts — the only 
moc made with flexible leather welts and no in- 
sole!” Mom says, “I like the proud way Sebago 
leathers retain their good looks while cradling every 
step!” Sis and junior, too, get miles and miles of 
wear from Maine-made Sebagos with Crown 
Neolite Soles! To please ’em all . . . stock Sebago 
. . . the moc most families like best! 


* Hand-sewn Vamps ® Machine-stitched Styles 
© For Men, Women, Children 


Write for latest catalog: 


WESTBROOK, MAINE 
New York Office: 534 Marbridge Building 


Made in Canada by Canada West Shoe Mfg. Co., Ltd., Winnipeg, Manitoba 
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What’s New 
in Parking Techniques? 
by AL. P. NELSON 


Despite the number of private automobiles in use in 
the United States today—about 60,000,000—and the 
greater annual mileage run up on practically each of 
them, automobiles for business, pleasure and shopping 
trips are definitely here to stay for a long time as an 
integral part of American life—and so parking becomes 
one of the pressing problems of the day in almost any 
community, especially large centers of population. 

From the viewpoint of the retail merchant and his cus- 
tomer, is the parking situation hopeless, out of control? 
The answer is a definite “no.” The reason for this is that 
the public, including merchants, municipal, state and fed- 
eral authorities, plus customers, is doing something about 
the problem. We—all of us—were slow in waking up to 
the parking problem but now we have swung into action. 
And the results are promising. 


The Problem 


Consider the magnitude of the problem: it is estimated 
that about 258,000 vehicles go into downtown Boston every 
day to compete for 82,000 parking spaces. In Louisville, 
about 130,000 motorists vie for 18,000 spaces. In Dallas, 
about 250,000 automobiles compete for 60,000 parking 
spaces daily. The story is the same in numerous cities, 
small and large. Looks hopeless, doesn’t it? But take a 
squint at what is being done to battle the problem: 


Legal Requirements 


For many, many years, no real estate firm or business 
man could erect a new building without proper sewage 
and other provisions. The law said so. Today, some cities 
are providing legislation requiring builders of stores, 
apartments, etc., to provide adequate parking nearby, or 
in the building, or underground. This movement will 
spread. It will conquer many parking problems. 


Parking Commissions 


Many cities have formed Municipal Parking Commis- 
sions to study and act on parking problems, to provide 
adequate parking through off-street parking, municipal 
garages, etc. Many citizens now view the parking problem 
as a joint responsibility of merchants, builders and the 
municipal government. They are working together on 
concerted programs in many places. 


Parking Maps 

It has been discovered in numerous cities that shoppers 
often do not know where all parking areas exist in a down- 
town area. Now chambers of commerce and individual 
merchants, including hotels, restaurants and others, issue 
maps of areas where there is free, metered and private 
parking. The shopping public is learning to ask for such 
maps, to study them and to find the parking spaces. This 
has resulted in better use of all parking facilities in many 
towns and cities. In other words, it’s an educational job 
which merchants and municipal governments have neg- 
lected in the past. 


Municipal Garages 


Many cities are finding ways to finance and pay for 
municipal multi-story parking garages. Des Moines, Iowa, 
has two very successful garages of this type, financed 
from parking meter receipts and a state tax. Davenport, 
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Iowa, has a three-story, self-park garage, with 285 metered 
stalls. This is 16 per cent of the city’s 1634 metered spaces 
in the downtown area. The city also has a number of free 
parking lots near the downtown area. The car owner can 
park his own car and lock it, which is an important feature 
in the Davenport garage. 

Quite a few large department stores in the nation have 
their own automatic type parking garages, many stories 
high. It is expected other business firms will use this type 
of parking more extensively in the future. 


Underground Parking 


Chicago, with its millions of downtown shoppers, took 
the parking bull by the horns and built an underground 
parking garage at Grand Park which has room for 2359 
cars. Chicago also built five other large municipal garages 
in the downtown area. One city official says these garages 
were completed just in time to save downtown business 
from being “strangled” with the traffic problem. 


Los Angeles Plan 


Los Angeles has taken the parking lead with legislation 
requiring nearly all new buildings and houses to establish 
adequate off-street parking—one space for every two em- 
ployes in an industrial building, one space for every ten 
seats in a church, one space for every house, etc. Parking 
authorities from many municipalities are studying the Los 
Angeles plan and contemplate using a similar one. 


Merchants’ Parking Tickets 

Many retailers are banding together in parking associa- 
tions to issue parking stamps in private lots to customers. 
Formerly only large department stores used this idea. 
Now merchants’ associations survey all parking lots in the 
downtown area, get owners in on the parking plan and 
make better use of all available spaces. Future plans call 
for two-way communication between parking lots in the 
setup to save customers time in finding lots with open 
space. Cities working on group parking plans like this 
include Washington, D. C., Long Beach, Calif., Montgom- 
ery, Ala., and others. 


Banks Take Parking Lead 


Bankers in many states, their financial eyes keyed to 
retail and industrial progress and customer service, have 
taken the lead in providing excellent bank customer park- 
ing lots and encouraging other business men to act on 
the parking problem. A Waukesha, Wis., bank, erecting a 
new building adjacent a river, has worked out an agree- 
ment with municipal authorities to extend part of its park- 
ing lot across a forty-foot river which flows through this 
city of 23,000. Some city planning experts say it is pos- 
sible to build such municipal lots over streams flowing 
through cities, if parking space is needed. 


Future Solutions 


With so many businessmen and government officials 
studying the parking problem, some experts feel that 
feasible solutions to the parking situation in many locali- 
ties will be originated by business men, who will apply 
free enterprise thinking to the problem. Then, say some, 
business men will work with municipal authorities to carry 
out approved ideas. 

The main point is that at long last, there is concerted 
study and action in many localities on the parking prob- 
lem. Many are confident American ingenuity can solve it. 
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America's 
Most Distinguished 
Shoe Store Furniture ... 





#3210A 


Bring a final touch of distinction 

to that new store your're planning; 
brighten up your present layout with 
beautiful, colorful, practical 
Chairmasters furniture. You'll be 
amazed at how effective and inexpensive 
a Chairmasters installation can be! 
These are just a few of the many chairs 





in the complete Chairmasters line of 
shoe store furniture. 


COMPLETE CATALOG ON REQUEST 





#£3265A 





INC. 


200 EAST 146TH ST. NEW YORK 1, N. Y. 





THE "KIDDIE FITTER" 
Length—6 ft. 
Height—3 ft. 
Depth—25 in. 


* Engineered and Built * Priced Right 

for durability * Upholstered in Lustrous 
* Designed Expressly Plastic Colors to 

for Shoe Stores Specifications 
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This proof of extra value 
helps you make more sales 





And they're sewn with nylon thread... 
the strongest thread used in shoes! 





Children give shoes lots of rough wear. That’s why you’ve got a powerful 
sales clincher when you can tell customers that the children’s shoes you sell 
are sewn with nylon thread. Nylon is famous for its strength. In children’s 
shoes, its abrasion resistance is important, too! So your customers have 
added reasons to associate quality and durability with your product. 
Nylon’s extra strength also helps keep your customers sold—helps insure 
valuable good will. 

Leading thread manufacturers use Du Pont nylon and “‘Dacron’’* poly- 
ester fiber to produce the strong thread used in many of today’s top lines 
of shoes. Check your supplier to find out if the shoes you sell are sewn with 
nylon or “Dacron’’, so you can take advantage of this extra sales feature. 
“Dacron” is Du Pont's registered trademark for its polyester fiber. 


NYLON 


DACRON 


REG. U.S. PAT OFF 
POLYESTER FIBER 








sale 
"When your sa thread - 
6b ath “ 
fog rit — 


REG. U. 5. PAT.OFF 


BETTER THINGS FOR BETTER LIVING 
- THROUGH CHEMISTRY 


for sewing thread 


Boot and Shoe Recorder 

















Shoe 


News 












Optimistic Market at Michigan Shoe Fair 





Women’s Fashion Styles Mostly Unchanged — Crushed and Soft 
Leathers and Ascendancy of Black in Almost All Lines, Noted at Show 


Detroit — The Golden Anniversary 
Shoe Fair held here June 2-6 under the 
joint sponsorship of the Michigan Shoe 
Travelers Club and the Michigan Shoe 
Retailers Association was marked by a 
generally optimistic market for four 
full days at the Statler and the Shera- 
ton-Cadillac Hotels. About 150 shoe 
lines were represented by 120 individ- 
ual exhibitors. 

Traffic and buying were a little less 
than at the last annual fair in Novem- 
ber, 1954. Heavy inventories, especially 
in men’s shoes, accounted for this large- 
ly, together with the shift in dates. 
This was the first fall style fair in 
about two decades, as Michigan has 
traditionally held a spring fair in- 
stead, in November. 

Sentiment of local shoe men appears 
to favor the June date, with some 
favoring an even earlier May showing 
for these reasons: 
¢ The Michigan Fair no longer follows 
closely the national show at Chicago, 
having to compete with the latter. 
¢ The fall and winter styles shown at 
this fair are for a longer selling sea- 
son, creating a greater sales oppor- 
tunity than a spring show. 
¢ Weather is usually better than in 
November. 

In women’s fashion shoes, styles and 
patterns remained largely unchanged. 
New textured leathers, including cork- 
ette, caravan, crushettes and cambi 
bucks, were being introduced. Colors in 
these leathers were largely London 
gray, vicuna, and dark brown, with 
some brilliant reds. 

Sling pumps were prominent. In 
heels, the illusion types led. A new 
note was the use of rather elaborate 
bows and buckles, but no other orna- 
mental touches. Closed casuals remain- 
ed strong in glove leathers and cork- 
ettes, especially popular in 14/8 and 
10/8 heels. 

Flats moved well. They also came 
in textured leathers, especially for 
young girls. Here the patterns were 
more ornamental, and in all price 
grades. This type of shoe is finding 
good acceptance as an alternate to 
saddles, “cute, dressy and practical at 
one time.” 

In growing girls’ shoes, saddle ox- 
fords, penny loafers, crepe-soled loaf- 
ers, two-eyelet ties with crepe soles, 
and flats, with either smooth leather 
or corkette type uppers, were noted as 
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leaders in the order named. French 
clay ‘was a new popular tone. Browns 
continued to lead, with blacks second, 
and an increased sale of white bucks. 
In this field, conventional snowboots 
were selling well, with zippers increas- 
ingly popular. 

In medium-priced children’s lines, 
black was increasing in importance, 
with more grown-up style for both 
boys and girls in service type shoes. 
One significant emphasis was upon 
pumps, with some interest in converti- 
bles used either as a strap or pump. 
Shoe locks or latches for boys were ac- 
cepted as dressier than buckles. 

Single straps prevailed over doubles 
for girls’ school shoes. In boys’, the 
two-eyelet dominated, with the grown- 
up influence of the three-eyelet just 
coming to the fore. 

In men’s shoes, demand for early 
delivery was unusual, allowing mer- 
chants to display shoes in August to 
stimulate early trade. Tone trend is to 
deeper browns, with black and brown 
about evenly dividing the market. 

Crushed and soft leathers, like llama 
calf or shrunken calfskin, were popular 
for fall selling. Hard grain leathers 
generally were not popular. One para- 
doxical note — cashmere grain in 
browns, blacks, and some hickory colors 
was indicated as a fall leader. Cor- 
dovan was also reported outstanding in 
some lines. 

Slipon types were generally good 
both with and without gore. Consensus 
was that moccasins are No. 1 for fall. 

The season was very late for sum- 
mer footwear, and there was little fill-in 
buying. 

In shoes specifically for younger men, 
sales were running 75 per cent black, 
with a slight trend toward browns. In 
this area, plain toes remain very pop- 
ular. For older men, the trend is, how- 
ever, back toward the browns, with 
black weaker than in the past two 
years. 

An interesting novelty shown was an 
Italian-influence moccasin with mid-low 
three-eyelet pattern in black and two 
deep shades of brown. Shoe locks were 
proving very popular. Another specialty 
trend was toward four- and five-eyelet 


types. 
Rubber footwear showed a surprising 
resurgence for October deliveries. 


Stocks have been depleted at retail 
level by the severe winter and spring. 


Mid-Atlantic Show Bookings 


Start Right After Labor Day 
PHILADELPHIA — Booking arrange- 


ments for exhibit space at the Mid-At- 
lantic Shoe Show, scheduled for Jan- 
uary 12-16 in the Benjamin Franklin 
Hotel here, will start immediately after 
Labor Day, according to Clarence R. 
Heyde, executive director. 

Show plans call for expanded educa- 
tional features to attract a greater 
number of retailers to develop an im- 
portant market week in Philadelphia. 

The show is now incorporated, fol- 
lowing reorganization. Officers are 
Walter P. Palmer, president; Josh H. 
Kimmelman, vice-president; and An- 
thony H. Mirra, Jr., secretary-trea- 
surer. 

Directors are Walter P. Palmer of 
Ephrata Shoe Company, Ephrata, Pa. 
and Gerberich-Payne Shoe Company, 
Mt. Joy, Pa.; Josh Kimmelman, Vanity 
Shoes, Inc., Philadelphia; Anthony H. 
Mirra, Jr., Herbst Shoe Company, Mid- 
Atlantic area; Edward Trachtenberg, 
Hill Shoe Company, Philadelphia; and 
Clarence R. Heyde, Boor AND SHOE 
RECORDER. 

An additional advisory group has 
been created to aid the directors in de- 
veloping policy for future shows. Rep- 
resenting the retailers are William 
Piper, vice-president, Geuting’s Shoes, 
Philadelphia, and Frank H. Rich, B. 
Rich’s Sons, Washington, D. C. 

Manufacturers are represented by 
David H. Kreider, the W. L. Kreider’s 
Sons Shoe Manufacturing Company, 
Palmyra, Pa., and Harry E. Snayber- 
ger, Walkin Shoe Company, Schuylkill 
Haven, Pa. 

C. E. Heyde has been appointed show 
manager. His activities will be directed 
from P. 0. Box 64, Glenolden, Pa. 


Edison Brothers Conducts 
Regional Sales Meetings 


St. Lovis—Edison Brothers Stores, 
Inc., recently held two regional man- 
agers’ sales meetings in the company’s 
home office in St. Louis. Roy Oscarson, 
vice-president and sales manager, Jack 
Westbrook, vice-president, and William 
E. Polley, director of store operations, 
conducted the meetings. 

Regional managers attending the first 
group were Mike Bock, Atlanta; Art 
Elias, Detroit; Armand Fontaine, Pitts- 
burgh; Dave Glaser, Chicago; Al Gulin- 
son, Kansas City; Elmer Jeffryes, 
Washington, D. C.; Bill Pursley, 
Dallas; and Ode Winkler, Cleveland. 

The second week of conferences was 
attended by vice-presidents Joe Aren- 
son, Los Angeles, and Frank P. Ricca, 
Sr., New Orleans, in addition to re- 
gional managers A. C. Landau and Tom 
Moore, Los Angeles; Howard Brown, 
Salt Lake City; Bob Burns, Seattle; 
Bert Oglesby, St. Louis; Gilbert Fiser, 
Long Beach; Eddie Kessler, Memphis; 
Herman Lifschiz, Oakland; and Francis 
Wetta, San Francisco. 
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Airlines, Autos, Help Promote Shoe Sales 





The eye-appealing imported Sunbeam Rapier sports car furnished an cxcellent 


background for a display of casual footwear. 


BurraLo—Flint & Kent, one of Buf- 
falo’s finest department stores, gave a 
new twist to shoe merchandising during 
its “California Week” recently. This 
was a promotion whose main objective 
was to emphasize the casual in living 
through every department in the store. 

American Airlines cooperated by 
placing large travel posters throughout 
the store, and by setting up an occa- 
sional small display which featured a 
mannequin, a model plane, a back panel 
depicting some glamorous California 
vacation spot, and occasionally, by list- 
ing prices of flights from Buffalo to 
some of the better-known California 
cities. 

On the second floor, which is devoted 
to women’s apparel of several types, 
a projector and screen were set up 
along a “fashion aisle” in the center 
of the floor, and here were shown travel 
movies of California. There were Cali- 
fornia fruit trees in the store and in 
some of the first floor showcases were 
placed menus from such famous West 
Coast restaurants as the Brown Derby. 

At the front of the store, just inside 
the wide-front entrance, was an Austin- 
Healey sports car, and near the rear, 
in the women’s shoe department, an- 
other imported car, a Sunbeam Rapier. 
The latter was the center of an effective 
display of casual shoes, many with 
matching handbags. A casually-dressed 
mannequin also added appeal to this 
display. The shoes and bags were 
placed on the floor and also on small 
stands on both sides of the car. 

This is a very attractive department 
at all times. Along the back wall are 
shadow boxes while along one side is 
another wide, well-lighted display 
space, the wide ledge of which is also 
used for displays. In line with the 
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Many had matching handbags. 


“California Week” theme these spaces 
were also devoted almost entirely to 
play and casual types of footwear for 
the six days of the promotion. These 
were in cloth, straw and other summer 
materials and handbags were, of course, 
in similar materials. 

In the wide-front windows casual 
style shoes were placed on mannequins. 
These were newly dressed each day to 
conform to a program which gave 
prominence for each of the six days of 
the promotion to a different major 
manufacturer. The shoes of these cos- 
tumes were changed daily, also, to 
assure always the right shoe for a 
particular costume, whether in swim- 
wear, a cotton dress or other attire. 
Shoes were given considerable atten- 
tion, also, in the fashion show held on 
Thursday afternoon at the Montefiore 
Club. 

The sports car set up in the shoe de- 
partment attracted many visitors and 
resulted in many sales of casual shoes. 


Sees U. S. Retail Volume 
Rising to $400 Billion 


New York—The nation’s retail sales 
volume will total $400 billion in 1975 
was the prediction of Myron S. Silbert, 
vice-president of Federated Department 
Stores, Inc., who spoke at the gradua- 
tion luncheon of the New York Uni- 
versity School of Retailing at the Wal- 
dorf-Astoria. 

The volume total last year was $185 
billion. 

“If we look at the new units planned 
for such companies as Woolworth’s, 
W. T. Grant, Newberry and J. C. 
Penney, we find that must of the new 
construction, perhaps 80 per cent of it, 
is planned for suburban locations,” 











Dates to Remember 


Cincinnati Caravan, Sheraton Gibson 
PO on Ro eee ... June 17, 18 
Shoe Show, Tri-State Travelers, Hotel 
Statler, Buffalo, N. Y. ... June 17, 18 
Shoe Show, Carolina Shoe Travelers, 
Cherry Hotel, Wilson, N. C....June 24, 25 
Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit... .July 15-17 
Shoe Show, Baltimore Shoe Club and 
Associated Shoe Travelers, Lord Balti- 
more Hotel, Baltimore July 22-25 
Shoe Show, Baltimore Shoe Club and 
Associated Shoe Travelers, Lord Balti- 
more Hotel, Baltimore July 22-25 
Annual Outing and Golf Tournament, 
The Boot and Shoe Travelers’ Associa- 
tion of New York, Tamarack Golf 
Club, Port Chester, N. Y. July 26 
Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York City 
Auq. 19-22 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 


Aug. 19-22 
Leather Show, Tanners' Council of 
America, Waldorf - Astoria Hotel, 
New York City Aun, 21, 22 


Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit Sept. 9-11 

Canadian Shoe and Leather Fair, Sher- 
aton Mount Royal Hotel, Montreal 


Oct. 7-10 
Annual Meeting, Tanners’ Council of 
America, Edgewater Beach Hotel, 
Chicago Oct. 25, 26 
National Shoe Fair, National Shoe 


Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton. Morri- 
son and Congress Hotels, Chicago 


Oct. 28-Nov. | 
Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 


Hotel, Denver, Colo. Nov. 4-6 
Shoe Show, Southeastern Shoe Travelers, 

Inc., Henry Grady, Dinkler Plaza, 

Peachtree and Piedmont Hotels, 

Atlanta : Nov. 10-13 
Spring Shoe Show, Southwestern Shoe 

Travelers Association, Adolphus, Baker, 

Statler, Hilton and Southland Hotels, 


Dallas, Tex. Nov. 11-14 
Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, William Penn 
Hotel, Pittsburgh Nov. 17-20 
Shoe Show, Pennsylvania Shoe Travelers 
Association, Hotel William Penn, 
Pittsburgh Nov. 18-20 
Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City Nov. 25-29 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
Dec. 2-5 
Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia Jan. 12-16 
Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
reas oe ais Ov kde) vedic ee aoe 





said Mr. Silbert, making his main point. 

The trend to shopping by automobile 
would increase, he felt, and so would 
the need for adequate downtown park- 
ing. He foresaw the trend to self- 
service department stores also would 
continue to grow. 
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Departure in Many Lines 


Los ANGELES—“A good buying show, 
for this time of year” seemed to be 
the concensus when the West Coast 
Shoe Travelers closed its Fall Show 
in Los Angeles’ Hotel Alexandria. 

The new lines showed marked di- 
vergence from previous trends. In 
men’s shoes lighter weights and softer 
construction appeared in practically 
all lines. 

The trend seems to be away from 
both extremely low and extremely high 
cuts. Moccasin toes will be important. 
Wing tips continue popular, and the 
medallion toe is enjoying greater favor. 

Blacks are not as important out here 
as they are in the East. The desert 
boot will be big, especially with novelty 
closures. One house features a model 
fastening with a dog-collar snap and 
is said to be doing well. In more formal 
footwear, browns are expected to see 
quite a resurgence. Fall clothing will 
be in medium tones, with last season’s 
charcoal gray definitely out. Warm 
browns, beiges and neutral browns 
are replacing it. 

In children’s shoes, the three eyelet 
mid-low is also big for boys. Moccasin 
slip-ons, two-eyelet laces, even in chuk- 
ker boots. 

Little girls’ footwear featured many 
fancy trims. Black velvet shoes with 
large gold medallions, black patent 
trimmed with red suede; highly decora- 
tive shoes appeared in all the sample 





at West Coast Shoe Show 


rooms. Saddle oxfords are still basic 
for school wear. 

Big news in girls’ wear was the 
strong appearance of the swivel strap 
pump. The instep strap may be worn 
either around the back of the heel or 
buckled over the arch of the foot. 

Other styles still important are 
Norwegians and penny loafers; these 
are still big in colored buck and tex- 
tured leathers. 

Black is the leader in women’s shoes 
but big inroads are expected to be made 
by the beige to brown shades. 

Pumps will be the most important 
pattern for fall but the silhouette has 
done an about-face. Most lines fea- 
tured closed-heel models. The open 
heel is still in evidence, but it’s an all- 
or-none proposition. Either the heel 
is closed completely or is fully open; 
no middle ground is tolerated. 

Interest in heel heights was focused 
on the mid-heel. Tapered like the ex- 
tremely “high slim” of last season, it 
is considerably lower and more com- 
fortable yet still definitely gives the 
look of a high heeled dress shoe. Most 
retailers said they planned to push 
this feature heavily in their advertising 
and felt it had a natural appeal to cus- 
tomers. 

Vinylites seem to be as strong as 
ever. 

Apparently the backbone of the fall 
shoe offensive will be variety. It will 


be almost impossible for a woman to 
be well dressed with only one or two 
pairs. The chance for extra pair sales 
is better than it has been for many 
years, exhibitors felt. 





Michigan Shoe Retailers 
Commemorate Fiftieth Year 


Detroit—Special golden anniversary 
plaques commemorating the fiftieth an- 
niversary of the founding of the Michi- 
gan Shoe Retailers Association was one 
of the highlights at the recent Michi- 
gan Shoe Fair. 

The plaques, honoring living past 
presidents of MSRA were presented 
at a directors’ luncheon. 

They went to Jack Willoughby, Wil- 
loughby Shoes, Ypsilanti; Homer 
Shepard, Shepard’s Shoes, Lansing; 
Stuart J. Rackham and Clyde K. Tay- 
lor, both of Rackham’s, Detroit; 
Howard Preston, Preston’s Shoes, 
Battle Creek; Robert J. Schmidt, 
Schmidt Shoe Store, Hillsdale; James 
C. Houk, Fisher Shoes, F’lymouth, and 
Morton Hack, of the Hack Shoe Com- 
pany, Detroit. 

A plaque was also awarded to Nathan 
Hack, honorary life president, whose 
Hack Ripple Sole was shown at the 
Fair for the first time in its own area 
by three companies — Deevers Shoe 
Company, Leverenz Shoe Company and 
L. B. Evans Sons Company. 

Michigan shoe retailers, in business 
for 50 years, got honor certificates. 


Money Makers For Men's Departments 


STYLES MEN LIKE 
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3340 3905 


# 3340-—Men's — Opera. 
Moceasin Vamp, Brown rubber 
sole and heel. Plaid lining. All 
sizes 6 to 12. Butternut, 





— Men's Steerhide 
Sout Steerhide sole. Whole 
sizes 6 to 12. Butternut. 


Be ready... 
for “Headed Your Way,” 
In-Stock Catalog—just off the press. 


—priced lo please the woman 


3911 


2391 1—Moen's Leather M 

=. La shearling lin. 

a . Whole sizes 
o ‘n Wine, 


Get set for sales .. . Send 
Blum’s new 


BLUM SHOE MANUFACTURING CO. 
DANSVILLE, NEW YORK 
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STYLE 6057 


NEW 6-INCH LACE-TO- 
TOE with seamless quart- 
ers and full blucher vamp 
pattern. Khaki double- 
tanned uppers. Cushion 
inmersole. Putty cork 
soles. 











prices. 


* COMPLETE IN-STOCK LINE FOR “AT ONCE” 


Breaks 
The Line that Sets the Records! 


Boots and Shoes 
FOR WORK and SPORT 


Consistent best sellers! Here's a complete 
line of JOB-DESIGNED occupational foot- 
wear—shoes for work and street .. . 
toe safety shoes... 
golf shoes—of superior quality at everyday 
Faster turnover at full mark-up 
means more profit for you. 
Stock catalog today! 


steel 
hunting boots .. . 


Write for In- 
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JOHN ADDISON FOOTWEAR, Inc. 
MARLBORO, MASS. 
DELIVERY * 
DRAGON 


BUDGET | ye 





Retailer Will Make Extended Shoe-Study Tour of Europe | 


POUGHKEEPSIE, N. Y. — Paul De 
Falco, who operates the De Falco Shoe 
Stores in Poughkeepsie and Kingston, 
N. Y., will make an extended European 
tour during July and August to make 
a study of European footwear and shoe- 
fitting methods, and will also attend 
the International Congress of Pedi- 
atrics in Copenhagen. 





PAUL DE FALCO 


He plans to visit England, Denmark, 
France, Switzerland, West Germany, 
Italy and Austria. Arrangements have 
already been made to visit leading 
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European shoe manufacturing and re- 
tailing firms. 

Mr. De Falco said, “Europe is de- 
véloping some new ideas in the con- 
struction and fitting of footwear that 
can contribute to better foot health. 
It’s my purpose to investigate and 
study these techniques so that their 
advantages can be brought home and 
applied here.” 

The International Congress of Pedi- 


atrics will play host to thousands of | 
pediatricians and orthopedists from all | 


over the world, including several hun- 


dred from the U. S. Several of the | 
important papers to be read at the | 


conference will deal with child foot 
health and footwear, a subject of great 
personal interest to Mr. De Falco. 

He will attend this convention as the 
representative of the Child Foot Re- 
search Department of the R. J. Potvin 
Shoe Company, Brockton, makers of 
the Buntees line of infants’ shoes, and 
the Sabel orthopedic shoes for babies. 





Heads Nunn-Bush Department 


DALLAS, TEX.— Louis Johnson has 
been named manager of the Nunn- 
Bush shoe department of E. M. Kahn 
& Company’s Inwood Village store. 
Mr. Johnson has been associated with 
two large Dallas shoe outlets and was 
assistant manager of a local shoe store. 




















Get ready now for biggest 
volume sales you ever had 
on nationally advertised 
DR. SCHOLL’S FOOT 
COMFORT* WEEK! 


Get in your Window Dis- 
play of Dr. Scholl’s Aids 
for the Feet NOW! 


VERY 10) Lk 


FOOT COMFORT WEEK 











Remember the time — 
June 23 to 30 


* Foot Comfort Reg. U.S. Pat. Off. 
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Hurry! 


NOW is the time to put in 
your Window Display of 
Dr. Scholl’s Appliances 
and Remedies to cash in on 
nationally advertised 


VERY of 10) 3 





FOOT COMFORT WEEK 





June 23 to 30 


* Foot Comfort Reg. U.S. Pat. Off. 














Pittsburgh Writes Business for July-August Delivery 


PITTSBURGH — The Pittsburgh F all 
Shoe Show was a decided optimistic re- 
flection of the excellent shoe business 
being enjoyed by retailers in tae area. 

There was not only a larger attend- 
ance than last year, but larger pairage 
was written for at-once and tall de- 
liveries. 

One hundred and forty-five lines 
were on display on two floors of the 
Hotel William Penn. This was strictly 
a business show, with no entertainment. 

Men’s dress shoes colors are darker 
for fall. Two- and three-eyelet ties in 
black, cedar and maple sold well. Much 
in evidence in men’s styles were black 
and Cardo calf in slip-on gore patterns, 
black and dark brown heather grains, 
black and cordovan monk slip-ons, black 
and cedar Milanos tassels and one- 
eyelet ties, cherry tone and black long 
wing bluchers, black and brown calf 
in one-eyelet bluchers; cedar, maple 
and black in U-tip bluchers, and cherry 
tone plain toes blucher crepe soles. 

The closed pump is the big thing for 
the coming season in women’s shoes. 
Slim, closed dressmaker pumps feature 
fine detailing, softened lines and are 
broken with material treatments. 

The tailored-suit shoes are more re- 
fined in keeping with the luxurious 
tweeds and woolens being used in ap- 
parel. They have stacked leather heels. 

Very open bare and backless shoes 
will be featured mainly for late-day, 


but these too will be less open. Exhibi- 
tors felt this will be the biggest black 
season in a decade. 

Women’s shoes ranging in the brown 
spectrum from natural camel through 
golden and taupe browns to dark 
browns, show soft construction on 
closed shoes. Featured also were new 
textures, including glossy satin calfs 
and the new “antiqued” look. Vinylite 
teamed well with black suede. 

All-out fabric shoes have their main 
strength in the late-day picture. Fabric 
in combination with leather is con- 
sidered very much in the leather pic- 
ture. Popular colors include black, and 
in the brown family, briarwood, taupe, 
perfect brown, town brown and red. 

Saddle oxfords continue in favor for 
girls’ back-to-school shoes. There is new 
interest centered around plaid treat- 
ments. Straps take on a new look with 
soft detailing, lighter weight and a 
slimmer look. 

Most wanted colors were brown and 
red. Slip-on patterns in a variety of 
treatments gained strength in many 
colors. In dress type shoes, pump pat- 
terns predominated in the 8%%-to-3 
range in the black suede and black 
patent in the forefront. 

For boys, two- and three-eyelet ox- 
fords, in a variety of patterns, held the 
spotlight. Black continues to be a good 
seller together with new shades of 
brown and wine. 








By the makers of 
the famous GUANTO ... 


The only really different shoe for men 


in over 100 years of shoemaking. 
Light... soft... flexible... 
Cradle constructed .. . 

on, »iece leather lining. 


Model 520 


Created by Italian artists. 
Made in Italy on American lasts 
to American sizes. 


To appreciate GUANTONE 
you must see it... feel it... 


WRITE OR CALL TODAY. 













































| BE FIRST TO FEATURE GUANTONE IN YOUR AREA, 


...as Italian 


) )), Caprice Imports 


Dept. B, 234 Post Ave., Westbury, L. |.,N. ¥. © EDgewood 4.3228 


THE COMPLETELY DIFFERENT MEN’S SHOE 


as Chianti 





Model 525 


Model 515 
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L SHOWROOMS: New York 





Pp eter seeapee-ceoersterenencneen grommet erm — 


Write us your seating requirements, 


We will send appropriate 


THONET INDUSTRIES, INC. 
One Park Avenue, New York 16, N, Y. 
Chicago 


Printed Leather Trend Seen at Grand Rapids Shoe Show 


GRAND Rapips, MIcH.—Business in 
this territory is lagging, due to unsea- 
sonable weather conditions and most re- 
tailers report high inventories. In spite 
of this, though, buying at the Grand 
Rapids Shoe Fair held at the Pantlind 
Hotel was almost average, but more 
cautious. Shopping to meet certain 
price brackets was evident. 

Women’s shoes marked up average 
traffic and average buying. The new 
trends were toward printed leathers 
including sueded grains, smoother fin- 
ished grains, heavy use of corkette, 
caravan and crushetts and crushed 
calf. 

Novelty shoes were much in evidence 
and buying was good. Heel heights 
showed little change with the illusion 
remaining popular. Closed toes pre- 
dominated the dress field and pumps 
were out front. Casuals followed much 
the same trend as before with closed 
backs and toes continuing to predomi- 
nate. Buying was for early fall. 

The traffic was average for men’s 
shoes. Black remained strong, but with 
a tendency toward brown, maple and 
redwood. 

In young men’s shoes, black pre- 
dominated by 70 per cent. Smooth 
leathers were strong with grains in 
maple, brown and redwood following. 
Two-eyelets are not as popular today 
as the three and even four and five. 
Low quarters have lost in popularity; 
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plain toes still predominate and more 
interest is showing in moccasin types. 

Casuals are still selling strong both 
in penny loafers and gore type pat- 
terns. White buck and saddle oxfords 
still remain the favorite of the young 
college man. 

Childrens’ back-to-school showed the 
old popular loafers and step-ins with 
the Sissy-Saddle for girls selling strong. 
Three-eyelet ties and crepe soles were 
used on variations of many standard 
numbers. A black and white kid saddle 
with crepe sole and a saddle with plaid 
trim and crepe sole were two of the 
top sellers. Patent still leads as a 
dressy shoe for the little miss. With 
black leading for dress, school straps 
have brown as a color leader followed 
by red. 

Boys’ shoes follow the mens’ three- 
eyelet trend with slip-ons and moccasin 
types popular. 





Shoe Man Contracts for Booth 
At Coast Sportsmen’s Show 


Los ANGELES—A high point in low- 
pressure salesmanship may have been 
achieved by J. Arnold Clark during the 
recent Sportsmen’s Show in Los An- 
geles. The show is a huge affair, held at 
the Pan-Pacific Auditorium featuring 
thousands of exhibits of boats, motors, 
guns and fishing tackle so beloved of 


Dallas LosAngeles —s_ Miami 
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126 years the leading makers of 
chairs and tables for public use 


THONET 





Statesville, N. C. | 


outdoor sportsmen and_ hunters. 

J. Arnold Clark, president ef Out- 
doorsmen Shoemakers, Inc., took a 
booth at the show to display his line of 





J. Arnold Clark, left, president of Out- 
doorsmen Shoemakers, points out one 
of the features of the footwear he dis- 
played at the recent Sportsmen's Show 
in Los Angeles. Listening is Myrtie Lou 
Box, visitor to the show and an ardent 
bird hunter, Mrs. Clark looks on. 


hunting and hiking boots. The footwear 
features a special type of full insula- 
tion, and boot is lined with a cellular, 
spongy type of material. The line is a 
high-end one, basing at around $20 and 
running up to $40. 
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Columbus Mart Stresses 
Soft Flexibility in All Lines 


CoLuMBus, O.—Most of the 140 ex- 
hibitors felt the Columbus Fall Buying 
Mart, sponsored by the Ohio Shoe 
Travelers Club at the Deshler-Hilton 
Hotel was a buying show, with many 
retailers desiring early delivery for 
about June 15. Otherwise, the some- 
what spotty buying reflects the still- 
high inventories that could not be 
moved during the poor April and May 
weather. 

Snow boots for women and girls sold 
very well. The Italian influence was 
still quite pronounced in men’s shoes 
and the show saw the introduction of 
a new maple shade. True moccasins in 
white and red in children’s lines moved 
satisfactorily, while boys’ shoes, in the 
lighter constructions, and in the same 
patterns as men’s shoes, were the best 
sellers in that category. 


Softness, flexibility, lightness and 
slimness were stressed in almost all 
lines. 


Stand-by saddle shoes for girls went 
light this year. Airy flats were shown 
in all vivid and pastel colors. A new 
fashion note for “in-between” girls was 
a swivel pump permitting the shoe to 
serve as a strap or pump at will. The 
style-wise pump seemed still the favor- 
ite. In shoe colors for girls, black 
velvet tied with black suede and patent 
for first place. Brown was stronger 
than last year. 

Women’s shoes bowed to the light 
decree with illusion heels that are 
small, thin and tapered. Low, light 
shells were popular, with throat inter- 
est high. 

For the first time, the show was 
located in the LeVeque Tower portion 
of the hotel and concentrated on five 
floors. Al Wilmot was the chairman of 
the Mart. Ray Brooks is president of 
the Ohio Travelers. 


Edison to Open in Chicago 


Suburb and in Minneapolis 


St. Louis—Edison Brothers Stores, 
Inc., which now has three stores in 
downtown Minneapolis, will open a 
Baker’s and a Chandler’s store this fall 
in the new Southdale Shopping Cen- 
ter in Minneapolis, 

The Baker’s will have a _ 64-foot 
front on the main mall and be of the 
semi-salon type, with an exterior of 
Roman brick facing laid up in the 
stacked-bond pattern. The Chandler’s 
store will have a 62-foot frontage with 
sliding door entrances. 

The Southdale Center, developed by 
the Dayton and Donaldson’s depart- 
ment stores, is completely weather- 
proofed, both in summer and winter. 
All shopping malls are enclosed, air- 
conditioned during the summer months, 
heated during the winter. 

At present Edison Brothers has a 
Burt’s, Baker’s and Chandler’s in the 
downtown district of Minneapolis. John 
Murphy is regional manager. 
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Edison Brothers has also signed 
leases for two stores in the Old Orchard 
Shopping Center in Skokie, Ill. 

The leases are for one Baker’s and 
one Chandler’s store. The Baker’s is 
scheduled for opening this fall, while 
the Chandler’s salon will not be com- 
pleted until early in 1957. 

Marshall Fields Department Store 
will be the largest tenant in the Old 
Orchard Shopping Center, which has 
room for 6,000 cars on its parking areas. 

Dave Glaser will be the regional man- 
ager for these two Edison new stores. 

The chain also opened three other 
new stores recently, a Chandler’s in 
Lakewood, Calif., another in Pasadena 
and a Burt’s in Toledo. 





FARBER WELTING 


Makes better shoes... 


from every angle... 





Special Heel, Dog-Thwarter, 
U. S. Project for Postmen 


WASHINGTON—The Post Office De- 
partment is trying to design a heel that 
will prevent slips and spills on treacher- 
ous sidewalks and stairways. 

The search for a skid-proof heel is 
part of a new safety campaign calcu- 
lated to improve working conditions for 
Uncle Sam's 400,000 postal employes. 

In addition to perfecting a slip-proof 
heel for letter carriers’ shoes, the gov- 
ernment also is experimenting with: 

Dog repellent to be sprinkled on post- 
men's trousers. 


Built-in protective shields, to thwart 
unfriendly dogs. 






makes shoes better 


In Production... Farber Welting molds to the shoe . . . leaves no 


“grinning seams.” 


In the Retail Store . . . Farber’s complete range of decorative and 
plain weltings are styled for eye appeal. 


In Actual Use .. . Farber Welting resists shrinking, curling and 
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STREET wore 


cracking because Farberizing replaces water soluble tannins with 
our scientifically developed re-tannage. 


Farber Wel 
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CONVERSE RUBBER COMPANY, MALDEN 48, MASSACHUSETTS 


NEW YORK 13; 
241 Church St. 


CHICAGO 6: 
564 West Monroe St. 


SOUTH SAN FRANCISCO, CALIF. 
100 Freeway Boulevard 


Ben Becker Shoe Starts Expanded Lease Operation 


Detroit — The just-announced lease 
of the shoe department of the Milady 
Shop at 119 North Michigan Avenue 
in South Bend, Ind., to the Ben Becker 
Shoe Company marks the beginning of 
a major expansion program for this 
Terra Haute firm, Negotiations are 
now under way for the lease of similar 
departments in three better class de- 
partment stores in the Midwest, to be 
announced later, 

The Milady Shop is owned by D, D. 
Gross, who will continue to operate the 
dress shop in the same store. Richard 
Weikel, shoe department manager for 
10 years, will continue in that post. 
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The Ben Becker company is a 48- 
year-old firm founded by the late Ben 
Becker, and now under the active di- 
rection of his son, Herman Becker, 
who has been with the business about 
25 years. They operate an exclusive 
women’s shoe store in Terra Haute, 
featuring quality brands and coordi- 
nated handbags. The present step 
marks their first expansion store-wise. 

Herman Becker is president of the 
company. C, L. Chambers, formerly 
with the Wohl Shoe Company for 16 
years, has recently joined the firm, and 
is vice-president, and Patrick Thomas 
is secretary. 


Black, Closed Pump Big 
Number at Indiana Show 


INDIANAPOLIS, IND.—Buying ranged 
from surprisingly good to lighter than 
usual at the thirty-fifth annual Fall 
Shoe Fair presented by The Indiana 
Shoe Travelers Association, Inc., held 
at the Hotel Severin. About 100 lines 
were shown, 

Some expressed the temper of the 
show by saying that large retailers 
were buying, and that the small re- 
tailer was “looking.” 

In ladies’ dress shoes, the big volume 
was in the black closed-up pump with 
medium heel. In women’s casual shoes, 
fill-ins on straw and mesh were heavy. 
Corkette and Kambir-Kerry leathers 
were predominant in the Fall line in 
black, the brown family, flax, French 
Bread, and in fall tones. Gray is re- 
ported coming to the fore. There will 
be more closed types of shoes for fall. 
The loafer type, and a higher wedge 
moved well. 

In the men’s lines, blacks continue to 
hold their own, particularly in young 
men’s shoes. Loafers have had good 
acceptance in shades of burgundy, 
maple and brown. The desert boot 
was popular. The flipper pattern con- 
tinued to be favored in black, bur- 
gundy and the new shaggy leather. 

In casuals for girls, light weight 
saddles with foam soles in black and 
white, were popular. In girls’ dress 
shoes, black suede and black patent 
were important. Considerable interest 
was noted in black calf and lizagator 
shoes. Pumps in the misses sizes sold 
extremely well. 

Convention chairman was Joe Bed- 
dow, Storybook Shoe Company. 





Miles Shoes Appoints V-P 
In Charge of Real Estate 





R. J. Warren, who has joined Miles 
Shoes as vice-president in charge of 
real estate, according to an announce- 
ment made by Murray M. Rosenberg, 
president. Mr. Warren was formerly as- 
sociated with F. W. Woolworth Com- 
pany as real estate superintendent of 
their Manhattan district office. 
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Detroit Chain Opening 
Tenth in Shopping Center 


Detroit — Hocking and Gillies, 27- 
year-old Detroit shoe chain, are opening 
their tenth unit in northwestern De- 
troit at 22470 Schoolcraft Avenue. Like 
others in the chain, it will be a family 
type store, but will basically specialize 
in children’s footwear. 

The principals in the firm are Rich- 
ard H. Hocking and his son, Richard 
W. Hocking, and John Gillies. Manager 
of the new store is Dellis Harwith, a 
newcomer with the firm. Mr. Harwith 
formerly operated his own store under 
the name of Kay’s Boot Shop on Mack 
Avenue, on the east side. This store, 
facing a changing neighborhood, re- 
cently closed. 

The new unit is one of six in the new 
Strathmoor Park Shopping Center. It 
is constructed to face at right angles 
to the street. The store front has 
cream-colored bricks below, fluted alu- 
minum paneling above, with aluminum 
trim. There is a two-level display win- 
dow on either side, one backed by an 
off-white wall, while the other has 14 
inch pickled oak squares as the back- 
ground. 

The interior features natural birch 
finish fixtures, with open stock down 
both sides. Twenty chairs are placed 
back to back down the middle. These 
have walnut frames, and are finished 
in brilliant yellow mottled plastic. The 
service desk is across the rear. 





Miles Shoes Designates 
Grauer Promotion Director 


New YorkK—Alvin Grauer has been 
appointed promotion director of Miles 
Shoes, it was announced by Murray M. 
Rosenberg, president. 





ALVIN GRAUER 


Mr. Grauer will be responsible for 
planning and coordinating all promo- 
tion activities of the organization, work- 
ing with the firm’s top management. 

Formerly advertising manager of 
Gimbel Brothers in Philadelphia, Mr. 
Grauer was most recently assistant 
sales and publicity director of Gimbels, 
New York. 
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Miles Shoes, a division of Melville 
Shoe Corporation, operates approxi- 
mately 200 retail shoe stores in the 
New York metropolitan area and 
throughout the East. The post is 
newly created to implement the firm’s 
continuing expansion program. 





Fashion Director to Exhibit 
Collection of European Shoes 


New York—Charline Osgood, fash- 
ion director of the Kid Leather Guild, 
returned from a seven weeks’ tour of 
France, Italy and Austria, brought 
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back a collection of foreign shoes and 
accessories which will be exhibited in 
the following cities: 

New York, June 25-June 29, at the 
Kid Leather Guild office, 1170 Broad- 
way, every morning at 10:30 a.m. 

St. Louis, July 10-13, at the Coro- 
nado Hotel, at 10 a.m. and at 2 p.m. 

Cincinnati, July 17 and 18, at the 
Terrace Plaza Hotel at 2 p.m. 

Columbus, July 20 at the Deshler 
Hotel at 2 p.m. 

Chicago, July 23 at the Sheraton 
Hotel at 2 p.m. 

Boston, August 6 and 7 at the Shera- 
ton Hotel at 2 p.m. 
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What happens 
when the weather changes? 


In the present climate of business, you have to 
be ready for changes when they occur. Our 
service helps progressive business organiza- 
tions to take advantage of opportunities, to 
meet unexpected financial requirements with- 
out borrowing, to devote all their efforts and 
means to profitable manufacture and sales. 


William ISELIN< Ca, Ine 


357 Fourth Avenue, New York 10, N.Y. « Atlanta « Grand Rapids 
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LIA Initiates Campaign in Behalf of Children’s Shoes 


New YorkK—A new pattern of co- 
operative advertising among manufac- 
turers of children’s quality all-leather 
shoes will be initiated with a five-page 
advertising section in the September 
issue of a mass-circulation consumer 
publication by Leather Industries of 
America and six manufacturers. 

The six manufacturers who will par- 
ticipate are Edwards Shoes, Jumping 
Jacks, Little Yankees, Pro-tek-tiv, Play 
Poise, and Simplex Flexies. 

It will be the kick-off for a completely 
integrated promotion in which LIA will 
first create among consumers a _ re- 
ceptive climate for quality all-leather 
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shoes, and then supply retailers with 
the tools to merchandise such shoes. 
Objectives of the advertisement and 
the campaign it initiates will be to in- 
crease the dollar value of unit sales by 
helping retailers sell more quality 
shoes, To do this, all advertising, pro- 
motion and publicity at the local, as 
well as the national, level will stress 
the importance of top-quality all- 
leather shoes to healthy young feet. 
Before the advertisement appears, 
newspapers in every part of the coun- 
try will carry stories prepared by LIA 
concerning the importance of well-fitted 
all-leather shoes for a child’s health. 





C. H. Baker Organization 
In Continual Expansion 


Los ANGELES—The aggressive shoe 
retailing firm of C. H. Baker is con- 
tinuing its program of expansion and 
modernization. The firm, old estab- 
lished residents of the local retailing 
scene for many years, started an ex- 
pansion program shortly after the 
War which has been constantly imple- 
mented ever since. The chain now 
numbers 30 units in the West and more 
are being added at the rate of three or 
four new spots every four or five 
months. 

While adding a new address, the old 
ones are not neglected. One of their 
earliest locations in the downtown Los 
Angeles shopping district is at 412 
West Seventh Street. This store, un- 
der the managership of Al Seicol, has 
recently been completely redecorated 
and is one of the show spots of the 
chain. 

Feature is the indirect-lighting ceil- 
ing. Illumination tubes, of a color ap- 
proximating bright daylight, are set in 
a double ceiling. Below them is a 
translucent gridwork which diffuses 
the light evenly over the whole sur- 
face. 

The walls are papered in a textured 
wall paper, embossed in a design to 
look like rush matting, willow woven 
of strips about two inches wide. The 
wallpaper is then painted in a non- 
glossy bright yellow, with a gray 
wainscoting. Decorative lamps of 
driftwood with matchstick shades com- 
plete the decor. 

The lighting of the ceiling, reflected 
on the soft spring colors beneath, pro- 
vide perennial springtime in this C, H, 
Baker store, even on a gray and over- 
cast day in winter. 

The C. H, Baker Company is an ag- 
gressive merchandising outfit, going in 
heavily for directive newspaper ad- 
vertising and using mass displays ef- 
fectively in their store premises. Their 
price range is from $5.98 to $18.98, 
with the lower and middle brackets 
predominating. They show very high 
fashion lines, but also stress proper fit. 
Their large volume permits them to 
keep a full size selection on hand. A 
90-day charge is another customer in- 
ducement which keeps them coming in. 


Buys Out Health Shoe Stock 


LINCOLN, NEB.—Wells & Frost fam- 
ily shoe store, 1134 “O” Street, has pur- 
chased the Mason’s Health Footwear 
line from Mason’s Foot Clinic, 1830 
“OQ” Street and will add the stock to 
the Wells & Frost line of comfort shoes 
to be sold in a special comfort shoe de- 
partment now being prepared at the 
store, according to Jack Wells, presi- 
dent. 

The foot clinic, operated by Drs. F. 
L. Mason and K. G. Jones, is moving to 
a new location, 
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Miller-Jones Shoe Chain 
Opens in Suburban St. Louis 


Sr, Lours—Miller-Jones Shoe Com- 
pany, a chain with headquarters in Co- 
lumbus, recently opened a new store in 
suburban Warson Woods Shopping Cen- 
ter, Glendale, St. Louis County. 

The new store, which carries its own 
brands of popular-priced shoes, has 
been planned for family shopping, and 
stocks include styles for men, women 
and children, 

Richard W. Trowbridge manages the 
new store and also manages the Miller- 
Jones store in suburban University 
City, known as Wilson Shoes. 

Leased on a 10 year basis, store 
quarters cover about 1800 square feet. 
The interior has been decorated in pine 
green and duty rose, with a coordi- 
nated handbags and socks display on 
tiered tables and peg boards. 


Virgil H. Gebauer Reelected 
Head of Marott Shoe Store 


INDIANAPOLIS — Virgil H. Gebauer, 
an officer in the corporation since it 
was founded more than 10 years ago, 
when George J. Marott made a gift of 
the 68-year-old store to his employes 
and to Butler University, has been re- 
elected president and general manager 
of The Marott Shoe Store, Inc. 








VIRGIL H. GEBAUER 


The store, reputedly the second 
largest in the nation, now operates five 
suburban stores in addition, Immedi- 
ate plans call for the addition of an- 
other branch in the new Eagledale 
Shopping Center in Indianapolis, 

At the recent annua] stockholders 
meeting, Evan B. Walker, vice-presi- 
dent of the American-Fletcher Na- 
tional Bank, was reelected chairman of 
the board of directors, a post he has 
held for the past 10 years, Other di- 
rectors include Dr. M, O, Ross, presi- 
dent of Butler University; Emsley W. 
Johnson, Jr., Indianapolis attorney; 
John T, Barnett, vice-president of The 
Fidelity Trust Company; Keller T. 
Brock, retired business executive long 
associated with the Haag drug chain; 
Mr, Gebauer and William E. Jarrett, 
of the Marott Shoe Store, 
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Heel Club Jumps Traffic 


LINCOLN, NeB.— The basement 
women’s shoe department at Gold & 
Company department store is the bene- 
ficiary of traffic in a new “Heel-of-the- 
Month Club” just inaugurated by the 
firm. 

At the time a customer purchases 
new heel caps, under the new plan, she 
will be issued a membership card in 
the club. This entitles her to receive 
every fifth pair of heel caps free. The 
basement shoe repair department ad- 
joins the women’s shoe department. 





Thom McAn Opens in Illinois 


New YorK — Another Thom McAn 
family shoe store was scheduled to 
open May 31 in the North Towne Plaza 
Shopping Center, Rockford, Ill. To be 
operated by a local company, Rockford 
(Ill.) Thom McAn, Ine. It is the thirty- 
seventh Thom McAn unit in Illinois. 

Robert Fincher has been named man- 
ager of the new store, according to 
John L. Emrick, district director for 
the company in the area. Mr. Fincher 
has been assistant manager of a Thom 
McAn store in Port Huron, Michigan. 





These corrective pre-walkers will help 
you win new customers and friends. 


Big promise? Maybe. But here's why I think 
it’s safe to say this new line of moderately- 
priced corrective pre-walkers offers you a 
considerable opportunity, 

A while ago a child in my own family 
needed a corrective shoe, I discovered then 
what a hardship the expense of most cor- 
rective footwear can mean to parents. 

That's when we got busy in our Cosyfoot 


plant and put all our 58 years of experience 
into the shoes you see here: Quality corrective 
pre-walkers—moderately priced! 

Use with or without Denis Browne splints, 
and to hold correction after removal of casts. 
The coupon will bring you a trial pair. Show 
them to orthopedic surgeons and pediatri- 
cians in your area, Doctors will welcome 
these shoes their patients can afford to buy! 


PERFECTLY SMOOTH INSIDE... NO BACK SEAM . . . OUTSIDE COUNTER 


No. 1300 


Closed toe surgical Pre-Walker, 
Lace-to-toe design permits snug, 
gentle fit, Unlined construction 
allows upper to breathe, 
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Open toe surgical Pre-Walker, 
Straight line symmetrical lost, 
firm heel, Steel plate between 
insole and outsole for rigidity. 
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Club Foot Pre-Walker, Meets strict 
orthopedic specifications. Heel sta- 
bilizer instep strap. Open toe. 


WHITE ELK, SIZES; 000, 00, 0, 1, 2, 3, 4-——narrow and wide, full 
pairs, split pairs or single shoe orders filled-——no extra charge 











Mail coupon 
NOW for your 





trial corrective a 
( NAME 
pre-walkers 
on approval eae 
PP ! city 








197 SMITH STREET 


G. W. CHESBROUGH, INC. 
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Men and Boys 


For 

















$ Per Pair ‘ 
Net 

F.0.B. Flowery Branch,Ga.  ° 

Sizes 4-12 ° 

° 
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looks and value, It's a sure-fire 
the first in your area to feature § 


ORDER NOW! 
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It's the greatest boot ever for leisure, for work, for sports, for 
out-of-doors wear, easy to don and doff, loaded with buy a 

at y= with a terrifie mark up. Be 
py Joe. 


FOR IMMEDIATE DELIVERY 


GEORGIA SHOE MFG. CO. 


FLOWERY BRANCH, GEORGIA | 
Never Has and Never Will Compete With You of the Retail Level | 


Watch ‘em 





Sloppy Joe” 


Georgia's | 
Sensational | 

NEW — 
Leisure | 

Boot — 
SOFT AS A GLOVE | 
LIGHT AS A FEATHER 


DESERT TANNED UPPERS 


AIR-LIGHT CELLULAR 
CREPE SOLES 


LEATHER INSOLES | 
GOODYEAR WELT | 
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Famsury, Nes,-—-Heavy emphasis 
upon fit and service has paid good divi- 
dends for the Polly Shoe Store here, 
according to H, C, Acker, proprietor, 
He stocks an average inventory of 
about $36,000 in women’s, men’s and 
children’s shoes, and children’s foot- 
wear accounts for some 35 per cent of 
this total, 

Mr, Acker has been in the family 
shoe business in Fairbury for more 
than 21 years and has found that cater- 
ing to the footwear needs of youngsters 
has kept his business growing. Al- 
though a comparatively young man 
himself, he now is serving second gen- 
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Retailer Assumes Role as Guardian of Children’s Feet 


erations, Extra time and effort spent 
in doing a top job of catering to the 
children’s trade, he observed, is like 
“bread cast upon the waters,” It has 
a habit of returning to the shoe store 
operator many-fold, 

One of the things the Nebraska shoe 
merchant has prided himself on ac- 
complishing is conscientiously guard. 
ing the foot health of youngsters of his 
community, He has taken special train- 
ing himself, and has insisted upon the 
same preparation among members of 
his staff who fit children’s shoes, in 
orthopedics, 

He carries a selective line of chil- 


dren’s corrective arch shoes more as 
a matter of service to customers than 
for immediate gains. In several in- 
stances he has caught children in need 
of foot correction and has referred 
them to proper medical authorities. 

The shoe store is housed in a 22 by 
100-foot building in a county seat town 
of about 7,000 population. Front half 
of the store is devoted to selling. Walls 
and back are lined with shelving 10 
rows high. Shadowbox display is pro- 
vided for children’s shoes as well as 
men’s and women’s. Table and floor- 
case display combine with the wall fix- 
tures to provide sufficient space for 
keeping a large share of the stocks on 
the selling floor. 

Rear half of the store is devoted to 
offices and storage. A full basement 
also is used for stocks. 

The center area is carpeted the 
length of the selling area with asphalt 
tile aisles on each side. A display case 
divides the fitting area into two sec- 
tions. Most of the selling of men’s and 
boys’ footwear is done in one section, 
and women’s and children’s in the 
other, Twelve upholatered chairs have 
been placed back-to-back in each section 
with matching stools, 

Mr, Acker uses newspaper adver- 
tising weekly, plus radio ads and movie 
trailers, Full-page spreads are used 
six times a year to coincide with co- 
operative promotions in which most 
Fairbury merchants participate. The 
entire trade area is covered for these 
promotions, At the 1956 Spring Dollar 
Days, Polly’s featured ankleta and sold 
672 pairs in one day, in addition to 
very good sales in footwear, 

A birthday record is kept on children, 
More than 8,000 names currently are 
recorded, Birthday greetings are sent 
out to the children. This is the store's 
only mail advertising and the approach 
is of the good will character. Young- 
sters are given a gift when they return 
the carda to the store, 

Mr, Acker also has a collection of 
sold shoes with some numbers over 
100 years old, He is often asked tu ad- 
dress a woman's group or similar gath- 
ering with the old shoes as the center 
of attraction, He uses this as a means 
of informing customers and potential 
clientele of what constitutes good value 
and workmanship in footwear, 


Fisher's Shoes Plans New 
Branch Store in Wayne, Mich. 


Derroit—A third unit for Fisher's 
Shoes of Plymouth, Mich,, is to be open- 
ed in Wayne, about August 15, The 
main store is in Plymouth, while a sub- 
urban branch in west side Detroit was 
opened about two years ago, 

The new store is a partnership be- 
tween James ©, Houk, a _ principal 
owner in both other units, and Charles 
Lutren, who has been with Rosenberg’s 
Shoes, Detroit, for 12 years as manager 
of their Grand River Avenue store, Mr. 
Lutren will also be active manager, 
Each unit is individually owned, 
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Str, Louis—International Shoe Com- 
pany will sponsor its second annual re- 
tail sales clinic at the Chase Hotel in St. 
Louis June 17-19 and at the Biltmore 
Hotel in Los Angeles July 15-17, 

Practical, immediate-use presenta- 
tions together with three individual 
workshop sessions highlight the meet- 
ings, which have been planned to pose 
and analyze basic problems of shoe re- 
tailers. 

As part of the Sunday evening din- 
ner dances, the fashion look for fall and 
winter will be featured in fashion 
shows. Fabrics, colors and silhouettes 
in apparel will be shown coordinated 
with footwear, 

Henry H. Rand, president of Inter- 
national Shoe Company, will deliver 
the welcoming address on Monday 
morning. An analysis of current mar- 
keting conditions will be presented by 
Ben Edscorn, director of marketing re- 
search for International; Dr, J. George 
Robinson, retail consultant; and Dr, 
Rosas Trump, Dean of the Washington 
University School of Business and Pub- 
lic Administration, As an added at- 
traction, the Life Magazine film 
“Changing American Markets” will be 
shown, 

Merrill Watson, executive vice presi- 
dent of the National Shoe Manufac- 
turers Association, will address the 
Monday luncheon meeting. Workshop 


groups on the subjects of window and 
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International Sets Second Annual Retail Sales Clinic 


interior display, retail advertising and 
promotion, and sales training will be 
repeated three times so that all attend- 
ing retailers may attend all workshops, 


Two panel meetings are included on 
the Tuesday programs, International 
Shoe Company executives will direct 
one panel titled “How Can We Help 
You Do a Better Job.” Retail mer- 
chants will conduct the second panel on 


“Successful Ideas — Practical Retail 
Solutions.” James Watson, sales con- 
sultant and lecturer, will be guest 


speaker at the Tuesday luncheon, 

Names of International executives 
who will make up the panel have been 
announced and are as follows: Robert 
©, Monnig, vice-president and comp- 
troller, will serve as moderator; Nor- 
fleet H,. Rand, ‘director of merchandis- 
ing and manufacturing; A, L, John- 
son, director of advertising; Robert 
Shaffer, director of distribution for 
men’s and boys’ shoes; M. H, Cham- 
bers, merchandise manager for women’s 
shoes; John Hill, merchandise manager 
for children’s shoes; W, N. May, direc- 
tor of merchants service and one divi- 
sion manager, to be announced, 

For retailers who attend the Sc, 
Louisa clinic, special activities have beex 
planned, including attendance at the 
Municipal Opera production, “Paint 
Your Wagon,” the Cinerama film, 
“Seven Wonders of the World,” and 





Chandler Store Manager 
Given Merchandising Post 


Sr. Louts—Richard H. Sparks, for- 
mer manager of the Chandler's Shoe 
Store in downtown San Francisco, has 
been named to a merchandising post 





RICHARD H, SPARKS 


in the Edison Brothers’ St, Louis home 
offices, it was announced recently by 
the company. He will be associated 
with the firm’s welt and sport shoe 
department, 

Mr, Sparks was formerly a salesman 
with Edison, He began his selling 
career in the firm’s Baker’s Shoe Store 
in Salt Lake City in 1945 and sub- 
sequently has held various managerial 
assignments in the company’s West 


Coast area division, 









OTHERS ARE 
DOING IT!*— 








why not you? 


Haven’t you ever wondered what you can do to increase 
your baby shoe businese—the steadiest, most stable and 
most profitable part of your children’s operation? 


Of course you have . . . and here's 
how you can do it! 


Now you can offer your customers an 
entirely new and different-looking shoe, 

a shoe with “contour fi” (that fite the 
shape as well as the length and width!) ; 

a shoe that will demonstrate it's IN-ACTION 
superiority immediately; a shoe that will 
have instant and overwhelming appeal 

to the mother; a shoe that can be sold to all 
and not just problem feet; a shoe that 
will have onthespot recognition as the 
best shoe for the child, In short, a shoe 
whose common sense theory and 

actual construction stamps it as the most 
advanced baby shoe in the market. 

What shoe has all these wonderful features? 
Yes, it's “Nature's Own” straight last 
footwear. No other shoes are exactly like 
them; no other shoes offer the same 
comfort, the same unique fit, the same 
fit-life, All these qualities make and hold 
customers and profits, These fine welt shoes 





Send for our IN-STOCK catalog 


“WATURE'S OWN WHITE KIP BOOT 
K1640 4-6, BEEK, Spring Heel 
Fi640 64-8, BEE, Spring Heel 


“WATURE'S OWN’ WHITE KiP OXFORD 


Kh40 4-6, HEE wosing Heel 
F640 614-8, BEE, Spring Heel 


“WATURE'S OWN’ TAN KIP OXFORD 


F440 64%-4%, B-RE, Spring Heel 





are in-stock. Send for samples. 
You'll be glad you did, 


* 212% increase in “Nature's Own” 


for 12 months 


“WATURE'S OWN’ RED KiP OXFORD 
K740 4-6, B-EK, Spring Heel 
F740 64-8, BEE, Apring Heel 
“WATURE'S OWN" TAN KIP MOC OXFORD 
C441 #%-12, BEE, Spring Heel 


JULIUS ALTSCHUL, Inc. 


Creators of “NATURE'S OWN” straight last footwear 
117 Grattan Street, Brooklyn 37, N. Y. * HY 7-4500 


SERVING AMERICA’S RETAILERS FAITHFULLY FOR 58 YEARS) 


Detroit Store Runs Fashion 


Dernoit—A one-day style show for 
Miracle-Tread Shoes drew unusual 
fashion interest in the women's shoe 
department of the basement store of 
the J. L. Hudson Company. The event 
was heralded by an approximately half 
page advertisement in the Sunday is- 
sue of the Detroit News the day before 
the showing, 

For the first time, a runway was 
built in the shoe department, extend- 
ing about 30 feet to give visitors a 
clear view of the footwear shown. 
Models entered through a draped arch- 
way at the edge of the department, 
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Show on Women’s Shoes 


and the runway was given floral decora- 
tion, to provide an interesting visual 
setting. 

Two models from the Hudson store 
appeared, with Mrs. Nellie O’Brien of 
the store acting as fashion commenta- 
tor over the amplifying system. Back- 
ground music was also provided over 
the system. Additional seats were 
brought in to aecommodate visitors, 
and regular seating arrangement of 
the department was altered to provide 
a good view, 

Three shows were presented, at noon, 
3 P.M. and 7 P.M. 


Burt’s Shoe Store Manager 
Named Edison Regional Head 


St. Lovuis—Armand A. Fontaine, 
manager of the Burt’s Shoe Store in 
Newark, N.J., has been named regional 
manager of Edison Brothers Stores, 
Inc., with headquarters in Pittsburgh. 





ARMAND A, FONTAINE 


Mr. Fontaine succeeds Meyer Good- 


man, former regional manager, who 
has recently been promoted to an ex- 
ecutive staff position in the company’s 
St. Louis buying offices. 

Mr. Fontaine has been with Edison 
Brothers for 15 years, starting as a 
atockboy in 1941 in the Burt’s Shoe 
Store in Hartford, Conn, Since then 
he has managed several large volume 
stores for the company. His permanent 
headquarters will be in the Chandler's 
Shoe Store in Pittsburgh, now under 
construction. Stores under his juris- 
diction will be in the cities of Cin- 
cinnati, Dayton, Columbus and Marion, 
0. Wheeling, West Va.; and Pittsburgh 





Window Plugs ‘Changeover’ 





Typical of individual Cincinnati prome- 
tions of a changeover from heavy winter 
to lightweight summer shoes is this ef- 
fective window display at Potter's down- 
fown shee store, Dramatic proof of 
comfort in lightweight shoes was high- 
lighted through the use of two standard 
household scales which showed summer 
shoes to be at least one-pound lighter 
in weight than a winter shoe, Thermome- 
ter cards show relative temperatures 
to carry out the theme of cool comfort. 
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Brown Shoe Directors Vote 
Two for One Split on Common 


Sr, Lovuis—A split of its common 
stock, two for one, was voted by direc- 
tors of the Brown Shoe Company to 
become effective September 14. There 
are 898,677 common shares outstand- 
ing of an authorized 3 million shares 
of $15 par value. 

The regular quarterly dividend of 
80 cents on the present common stock 
will be payed September 1 to holders 
of record of August 15, The company 
said it would pay a quarterly dividend 
of 65 cents a share on the new shares 
beginning December 1. 

No change in par value is involved 
in the split, which will be accomplished 
by a distribution of the stock to share- 
holders of record of September 4, 


Compo’s Income Rises 
On Leases and Gross Sales 


Boston — During the first three 
months of this year, Compo Shoe Ma- 
chinery Corporation's income from 
leased shoe machinery and gross sales 
of supplies, machinery and parta was 
$1,875,999 as compared with $1,586,537 
in the same period of last year, it has 
been reported by the corporation preasi- 
dent, Charles W. O'’Conor. 

Net income after taxes was $150,540, 
equal, after providing for preferred 
dividends, to 42 centa a share on the 
$40,336 shares outstanding at the end 
of the quarter, 

This is an increase over the firat 
quarter of 1955, when net after taxes 


was $95,105, equal after preferred div. | 
idends to 27 centa per share in 812,364 | 
shares then outstanding. Income from | 








leased machinery and sales of supplies, | 


machinery and parta showed increases, 
Nunn-Bush Reports Earnings 
MILWAUKEE—The Nunn-Bush Shoe 
Company reported net earnings for 
the six-month period, ending April 30, 


of $267,220, Net sales in the first six | 
months of the company’s fiseal year | 


amounted to $7,851,250, representing a 
gross profit of $2,681,260, For the 
same period a year ago the firm re. 
ported income of $300,095 on net sales 
of $7,162,000, 

A total of $145,081 was paid out in 
dividends at 80 centa per share by the 
company during the same period, 


U. S. Shoe Shares for Sale 


Wasninaton—U, 8. Shoe Corpora. 
tion filed a registration atatement with 
the Securities and Exchange Commia- 
sion for the public aale of 170,000 
shares of outstanding $1 par value 
common stock, 
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Bainflex 


INNERSOLES 


ARE MADE OF ALL-LEATHER FIBERS 
BY THE EXCLUSIVE BAIN PROCESS 
TO GIVE SHOES 


more Pleribility 


Since leather itself is flexible the 
BAINFLEX controlled process takes 
full advantage of leather's flexible 
character resulting in a superior 
innersole with added comfort for 











the wearer. 





CORPORATION 
etl 


19 CHESTNUT STREET 


CAMBRIDGE, MASS. TRO 6-723) 




















If you don't do it NOW 
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of Dr, Scholl’s Appliances 
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Feature America’s 
Seot-Lthed 
white shoe 
dressing... 





CAVALIER 


NURSE 
WHITE 


with Lanolin 


America prefers our New 
Formula Glossy Finish 
NURSE WHITE Liquid 
Shoe Dressing. 

And no wonder! NURSE 
WHITE not only cleans and 
whitens brilliantly, but also 
nourishes and preserves elk, 
calf and kid leathers, 


Best of all, NURSE WHITE 
will not rub off easily, 


For traveling, we suggest 


NURSE WHITE SOAP, 
our concentrated shoe 
cleaner in jars, Excellent for 
all whites. 


Advertised in |LIFE 
PS. 


Cavalier products are sold 
only in better shoe stores 
and repair shops. 


Order from your findings 

wholesaler or direct from 

CAVALIER CO. 
Baltimore 30, Md. 
































About Shoe People 





Mr. and Mrs. Felton Kaufmann left 
New York June 8, with their daughters 
Joan and Wendy, for an extended 
European tour. Mr. Kaufmann is vice- 
president of Somner & Kaufmann 
Department Store in San Francisco. 
The store has been making shoe news 
with its foresighted shoe merchandis- 
ing policy. The trip will take the 
Kaufmanns to Paris, Madrid, Rome, 
Switzerland, Amsterdam, Copenhagen, 
Stockholm and London. 

* + * 

The Brody Shoe Store, operated in 
Youngstown, O., for 49 years by Abe 
Brody and his son, Mike, opened two 
new stores at 5 East Federal Street 
and 49 Central Square. Both are under 
the same roof though in different parts 
of the building. The store observed its 
forty-ninth birthday with a sale last- 
ing 49 days. A feature of the event 
was a “shoe market,” in which patrons 
selected shoes from display stands. 

* * * 

Ralph L. Pardo was promoted to 
manager of the Baker’s Shoe Store at 
123 South High Street in downtown 
Columbus, 0., by Edison Brothers 
Stores. He joined Edison as a salesman 
in Rochester, N. Y., in 1947, 

* * * 

Prizes to three managers, winners 
of a three-months sales incentive plan, 
were awarded at a New York City 
dinner by Aron Brown, president of the 
Stuart Brooks, Arthur Kent chain of 
Red Cross Shoe Stores, to Irving Adler, 
manager of the Flatbush Avenue, 
Brooklyn, store; Harry Kline, of the 
Fifth Avenue Store, and Ben Cohen, of 
the Thirty-fourth Street Store in New 
York, 

+ + + 

Elliott's Shoe Store, Providence, R. I, 
has moved from a 30-by-15-foot store 
at 32 Richmond Street to one measur- 
ing 60 by 19 feet at 220 Weybosset 
Street. The store was located at the 
former address for 16 years. Owner 
Samuel Bernstein has 18 chairs of 
chrome frame with rust-colored grass- 
design upholstery. The front window 
provides a view of the entire store, 

* * + 

Flagg Brothers Shoe Store will 
double the size of ita men’s shoe store 
at Weybosset and Union Streets by 
taking over an adjoining store, in 
Providence, R. I, According to James 
Bowen, manager, the remodeling will 
start about July 1 and the enlarged 
store will be ready for business six 
weeks later, 

* + * 

Nick Kapsy, who owns the Imperial 
Shoe Store at 685 Hartford Avenue, 
Johnston, R, L, has opened a second 
store under the same name at 197 
Thames Street, Newport, R. 1. 

+ * * 


A new family shoe store, known as 


Arnold’s has been opened by Arnold 
L. Gilbert at 190 High Street, Clinton, 
Mass. Mr, Gilbert’s father operates a 
shoe store in Exeter, N. H. 

* + 

Robert K. Crisp has been appointed 
manager of the children’s shoe depart- 
ment at Westroads, the suburban 
branch of Stix, Baer & Fuller, St. 
Louis. Mr. Crisp has been connected 
with the store in another capacity for 
the past year, 

* * * 

The 50-year-old Chappell Shoe Store 
in Longmont, Colo., formerly operated 
by Byron Chappell, has been purchased 
by Keith Cummings, a former partner 
in the management of the big family 
shoe store. The store will be retitled 
Cummings Shoe Store and will be sub- 
stantially remodeled with an expanded 
inventory, according to Mr. Cummings. 

* * + 

Three Amarillo (Tex.) businessmen 
have opened a shoe store, “Kyle's,” in 
Pampa, giving the group a second retail 
outlet in addition to the Kyle’s store 
just opened in Amarillo, J. Crawford 
Roberts, Kyle Arrington and Walter 
Mount, Jr., are owners of the two 
atores, Mr. Roberts, who has had 28 
years of shoe-selling experience, will 
manage the new store. The Pampa 
store is located at 121 North Cuyler, 
Mr, Arrington will continue to man- 
age the Amarillo store. Mr, Mount, 
an inactive partner, travels for the 
Peters Division of the International 
Shoe Company. 

* * * 

James Coffey has been appointed 
manager of Switzer’s Shoe Salon, 
Phoenix, it was announced by Walter 
Switzer, Jr. Mr. Coffey succeeds 
Richard M. Aldridge, who recently be- 
came store manager, Mr, Coffey was 
in the shoe business for seven years 
and has lived in Detroit and Miami 
before coming to Phoenix, 

* * * 

Tony Czuchra was named buyer of 
children’s shoes in the Crowley Milner 
and Company upstairs department, in 
Detroit, He sueceeda Lawrence E, 
Sylva, who is retiring. Mr, Czuchra 
was formerly assistant to Ralph Lee, 
buyer for women’s shoes, His former 
post is being filled by Richard Lappin, 
who comes from the J, L. Hudson Com- 
pany, where he was associated with the 
shoe and millinery departments, 

* * + 

Mildred Doll and John Bernacki were 
welcomed to the group of the 361 
Quarter Century Club Craftemen of the 
Nunn-Bush Shoe Company at the an- 
nual dinner meeting of the club at the 
Milwaukee Elks Club, BE. A. Nolan, of 
the advertising department, served as 
toastmaster and EB, E, Dunn, president, 
delivered the welcoming address, Hugo 
Innes was installed as the new presi- 
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It's high time you put in your 
Window Display of Dr. 
Scholl's Foot Comfort* Rem- 
edies and Appliances if 
you want to cash in on 
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dent, Other new officers are Anthony 
Kessler, vice-president, and Mrs, 
Loraine Kirchner, secretary. 

+ * * 

The Hopper Family Shoe Store is a 
new business opened at $13 Delannoy 
Avenue, Miami, Fla. The owners, Mr. 
and Mra. Wallace Hopper, are offering 
a complete family footwear service 
with budget prices aa the keynote. 
During the summer montha they plan 
to specialize in casuals for every mem- 
ber of the family, 

* * * 

Carl Hentges opened a new shoe atore 
in Alton, Pa., after purchasing the in- 
ventory and equipment of the Vriese 
Shoe Store and moving it to the re- 
painted and redecorated Hoxmeir 
Building, Ed Karasen haa been named 
to manage the atore, 

* * * 

David J. Stewart, 68, owner of the 
Stewart Shoe Store in Oskaloosa, Ia,, 
died recently after an acute attack of 
coronary thrombosis, Born in Ireland, 
he came to thia country at the age of 
18, He owned a shoe store in Elm- 
hurst, Ul, before opening the shop 
here, He ia survived by his widow; a 


daughter, Mra, Richard Foster; a 
granddaughter; two sisters and a 
brother, 


FE. J, Braaten, manager of the Hamil- 
ton Bros, shoe atore in Alameda, re- 
ports that a five per cent return was 
realized on 2,000 Easter folders mailed 
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to customers, advertising Poll Parrot 
shoes for children, stressing pastel 
dress shoes and patents for girls and 
boys’ oxfords in the Scotch and plain 
toe. Tying in with the folder were two 
window displays, one running the week 
that the folder was mailed, the other 
the following week. The overall sales 
gain for the period was about four per 
cent, Mr, Braaten says. 
* + + 
Clayton Jackson, assistant manager 
of GallenKamp’s in Hayward, has been 
appointed manager of the firm’s new 
store to be opened in San Lorenzo 
(Calif.) about July 1, it was announced 
by William Burrous, district manager. 
The new store, which will be depart- 
mentalized, will feature open displays 


and will have a stock of about 25,000 | 
pairs of shoes, An unusual feature will | 
be a neon sign, 64 feet high, overlook. | 


Freeway. 
* * 


ing the Eastshore 
+ 


Herbert’s Shoes, operating a north | 
end specialty shop at 19201 Livernois | 
Avenue, Detroit, for nine years, are | 


opening a new store in Northland, the 
world’s largest regional shopping cen- 
ter, making approximately 16 shoe out- 
lets in this huge center, It will be the 
only store in the center apecializing in 
children’s shoe fitting, according to 
Reuben Gire, who will manage the new 
unit, Herbert's was established by Mr, 
and Mra. Herbert Bleiberg as an ex 
chusive children’s shop, featuring one 
of the moat complete lines of dress, 


| achool and corrective shoes for children 


in the city, and able to fill any ortho- 
pedic preacription, 





Vinylite-Plexiglas Novelty 
Shoe Seen on the West Coast 





This model of vinylite footwear, being 
viewed by Vivian Mariott, features a 
heat-formed plexiglas sole about a half- 
inch thick and as transparent as glass, 
The upper is of vinylite, fastened to the 
sole with heavy brass studs, Decorations 
on the upper are of filagree brass, Solid 
brass concentric rings form the heel, 


Sell More Shoes 
"IL WAY 
Fitting.... 











imply 


The Modern Fluoroscopic 
X-RAY SHOE FITTER 


— enables you to serve more 
customers per day 


— convinces your customers 
that the shoes you sell them 
are correctly fitted. 


Ask your Simplex X-Ray 
representative, or write — 


X-RAY SHOE FITTER CORP. 
3633 N. Palmer $¢,, Milweukee 1, Wis. 


Canadian Representatives 
BOISVERT AND JANELLE CO,, LTD, 
6405 5, Lawrence Bivd., Montreal 18, Quebec 


T, J. MACKINNON 
211 Mitehell-Copp, Bldg, 
934 Portage Ave., Winnipeg, Manitoba 




















COOL Summer Proposition 
Bricconés Italian Style Casuals 


BE ready for your biggest casual selling season when 
American men go out-of-doors this Summer. Your cus- 
tomers will be looking for Briccones gay, carefree casuals 
with wonderful fitting qualities. They come in rich smooth 
leather and embossed woven effects and feature Lion's 
famous sales making Mold-Crepe sole. Watch them walk 
eut at their low price ticket. There are other Lion sandals 
for men, women, and children, all profitable retailers. 


Sandals | 


INCORPORATED 
NEW YORK, N, Y. 
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What’s New 





Quinn & Delbert Introduces 
New Boot-Styled Casual 


MARLBORO, MAss.—A new Western 


Loafer for men was shown for the first 
time by Quinn & Delbert Boot Manu- 
facturing Company, here, during the 
PPSSA, 





Did 
YOu 


Did you know that you 
have no time to lose get- 
ting in your Window Trim 
on our bigger than ever 
nationally advertised 


VWEERY of To [Ks 


recent Dallas and Denver 


shows. 








Quinn & Delbert's new “Western Loat- 
er,” introduced te the trade last month. 








The new style represents the first 
“Q-D Brand” casual shoe on the mar- 
ket. Until now, the popular volume- 
priced stitchdown line has been con- 
fined to Juvenile cowboy boots and the 
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recently introduced engineer boot foi 

June 23 to 30 boys. 
*Poot Comfort Reg. U. 8. Pat, Off. Taking its basie styling from the 
“Q-D Brand” cowboy boot, the new 
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Western Loafer features popular 
aquare toe and walking heel, It is of 
fered in men’s full and half sizes, 6 to 
12, in D width. In-stock, it will come in 
wine only; other colors may be ordered. 
It retails at approximately $6.95, 


IS Sets Convention Date 


PHILADELPHIA — International Shoe 
men announced its annual convention 
will be held in Chicago October 27 at 
the Sheraton Blackstone Hotel. 

The IS Convention Committee is 
headed by Jack DeWitt and includes 
Harry Tarler and Charles Kramet 
bauer as co-chairmen. 

The schedule features a 
meeting in the English Room at 6 P. M. 
and the annual dinner meeting of IS 
plus Chicago shoe retailers at 7 P. M, in 
the French Room. 

A panel of experts will address the 
group on common problems. 


business 


Michigan Retailers Elect Chief 


Dernoit—Sam Plotler of the Orig 
inal Sample Shop, Detroit, was elected 
president of the Michigan Shoe Retail 
ers Association on the closing day of 
the Golden Anniversary Michigan An- 
nual Shoe Fair. He sueceeds G. Cooper 
Johnson of Port Huron, 
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Breaking ground for Knomark Manufacturing Company's multi-million-dollar shoe 
polish factory in Springfield Gardens, N. Y., are, left to right, Abe Stark, president 
of New York City Council; Albert Abrams, Knomark vice-president and treasurer; 
Samuel M. Abrams, Knomark head, James A, Lundy, president, Queens Borough, 


BROOKLYN, N, Y.-—Construction of a 
modern 200,000-square foot factory for 
the Knomark Manufacturing Company, 
Inc., of Brooklyn, manufacturer of 
Esquire shoe polishes, has begun in 
Queens County, it was announced here 
by Samuel M. Abrams, president. 

The new plant, to be the largest and 
most modern shoe polish factory in the 
world, according to Mr, Abrams, will 
be erected on an 1l-acre plot at Mer- 
rick Boulevard and Belknap Street, 
Springfield Gardens, N, Y. 

The multi-million-dollar factory will 
be equipped with automatic machines 
and conveyors capable of turning out 
more than 1,000,000 packages of shoe 
polish a day—-a substantial increase 
over the production capacity of the 
present plant at 380 Wythe Avenue, 
Brooklyn, 

When completed, the structure will 
have more than 4,000,000 ecubie feet, 
with all production facilities on a 
single floor, A second story at one end 
will house gravity feed lines and vastly 


expanded research facilities for the 
development of new and improved 
products, Continuous lines of ma 


chinery for filling, eapping, labeling 
and cartoning will be of the high-speed, 
automatic types. Warehousing facilities 
will be completely mechanized, 
About 450 persons will be employed 
when the new factory goes into full 
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operation, Mr, Abrams said. All, with 
the exception of key personnel, will be 
recruited from the surrounding area. 

The steel-framed, brick-faced struc 
ture will inelude air-conditioned offices 
and recreation, rest, lunch and medical 
aid rooms, The grounds will be land- 
scaped and have a parking area for 
300 automobiles and a railroad siding 
on the premises, 


Shoe Man Offers $1,500 
For Chiropody Research 


LANCASTER, O..—George Utley, of the 
Irving Drew Shoe Corporation here, 
makers of women’s shoes, has offered 
to appropriate $1,500 annually for an 
indefinite period, for research on shoes 
by chiropodista, 

The offer was made at a recent meet- 
ing of officiale of the National Associa- 
tion of Chiropodiats, held in Washing- 
ton, D. C., where Mr, Utley was in- 
vited to speak before the group, 

Mr. Utley said his company’s $1,500 
allocation for shoe research could be 
assigned to work in proceas at chiro- 
pody colleges, or by private practi- 
tioners, or could be used for thesia 
awarda, 

The NAC has appointed a committee 
to consider the offer and make recom. 
mendations, 





Century Last Company 
Begins Expansion Plans 


PORTSMOUTH, O,— Assured tenancy 
in its present location, Century Last 
Company announced expansion plans. 

The firm, located in a former stove 
foundry building, will expand rebuild- 
ing of wooden shoe lasts and has plans 
to start manufacture of new lasts in 
September. 

Owner of the building is the Virginia 
Holding Company, the real estate sub- 
sidiary of the Norfolk & Western Rail- 
way Company. Century has occupied 
the ground floor for some months, since 
outgrowing a workshop on the rear of 
a residential property. 

It was reluctant to go ahead with ex- 
pansion plans until assurance was ob- 
tained that additional space would be 
available on a long lease basis. 

The added space acquired is an en- 
tire second floor of 16,000 square feet. 
Floors are of concrete to withstand 
vibration of heavy machinery. 

The space formerly was occupied by 
the Casual plant of the Selby Shoe 
Company. After that was removed to 
the parent plant, a local supermarket 
firm dickered for use of the entire 
building for a warehouse. When those 
plans failed to materialize, Century 
sought use of the entire building. 

Officers of the company, Harold 
Clausing, Roy Link, Melville Timm, 
Carl R. Smith and Stanley Clausing, 
are highly optimistic about the future 
of the firm after holding their expan 
sion in abeyance for some months, 

Century Last was organized in Au 
gust, 1962. Harold Clausing and Mr. 
Link were engaged in the designing 
and sale of lasts for many years, Mr. 
Timm was in charge of the last depart 
ment for the Selby Shoe Company. 

The firm so far has redesiened more 
than 100,000 lasts. New lasts coat 
about $4 a pair and redesigning costs 
about $2, 


Form Narrow Fabrics Group 


New York—At a three-day meeting 
at The Drake Hotel, Chicago, a group 
of leading manufacturers completed 
formation of an industry organisation 
to be known as the Narrow Fabrica 
Inatitute, Ine, 

The major objective of the new 01 
ganization will be to consider and deal 
with common intra-induatry problems 
and to foater and further, in every law 
ful manner, the intereats of the manu 
facturera and distributors of narrow 
fabrica, allied products and supplies 

John Peffer, assistant general mana 
ger, Buffalo Weaving and Belting, was 
elected chairman of the board, Russell 
J, Neff, assistant to the president, 
Phoenix Trimming Company, waa 
elected president. Headquarters have 
been eatablished at 11 Weat Forty-sec- 
ond Street in New York City and the 
institute will be managed by the firm 
of Penn Affiliates, 
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General Shoe Promotes Two Executives 





RICHARD CAPLIN 


Spencer, Mass.—Two promotions in 
the executive ranks of the New 
England division of the General Shoe 
Corporation have been announced by 
Harry A. Bass, president and treasurer 
of the division, 

Richard Caplin has been made 
general manager and Alvan F. Rosen- 
berg has been promoted to the position 
of division superintendent, This division 
comprises three companies: Kleven 
Shoe Sales Company, of Spencer; 
Fleisher Shoe Company, of Manchester, 
N. H.; and Spicket Shoe Corporation, 
of Lawrence, Mass. 

Mr. Caplin began his career as a 
shoe man in 1931 when he joined the 
Ansin Shoe Manufacturing Company, 
of Athol, Mass. At the end of World 


tree 





ALVAN F. ROSENBERG 


War II, during which he served in the 
United States Army for more than 
three years, Mr. Caplin became affiliat- 
ed with the Harold Shoe Company, of 


Haverhill, Mass. Later he joined 
Kleven. 
As division superintendent, Mr. 


Rosenberg assumes responsibility for 
production and quality in the plants of 
the Kleven and Spicket companies. He 
became affiliated with Kleven in July, 
1949, and was made plant superin- 
tendent in 1955. He has also been 
elected vice-president and a member 
of the board of both these companies. 
Mr. Rosenberg, who served two years 
in the Army during World War II, is 
a graduate of Duke and the Graduate 
School of Columbia University. 





Huskies Unveils Permanent National Showroom in N. Y. 


New York—The recent opening of 
its new offices and the presentation of 
its new fall line of Huskies and 
Huskie Pups signalized a major policy 
change for the Hussco Shoe Company. 
For the first time, the firm will have a 
permanent showroom and a year-round 
headquarters here for its warehouse 
distributors in the U. 8S. and Canada. 





Seven-year-old Arnold Altman, son of 
@ Huskies retailer in Brooklyn, is shown 
receiving the company's Gold Pin 
Award for an advertising slogan he had 
written, “If i's Huskies, it’s the best.” 
His father, Ben, said now he'd have to 
buy his boy @ gray flannel suit. At 
right is Milton Eisenberg of the Lee 
Shoe Company. 


William Manowitz, president of the 
22-year-old shoe company, said, in ad- 
dition, New York would be the plan- 
ning and coordinating center of all 
sales and promotional activities, na- 
tionally as well as regionally. 

Shown to retailers and buyers for 
the first time in their new headquar- 
ters were seven key categories of 
dressy flate and sports shoes with sig- 
nificant style changes and new fall 
colors, including a wide range of win- 
ter boots for women and children, 


re 


Lowell Institute Announces 


Leather Engineering Fund 


Lowe, Mass.—The Salem Oil and 
Grease Company, in Salem, will make 
$1500 per year available for scholar- 
ships and certain expenses in the 
Leather Engineering Department in 
the Lowell Technological Institute, it 
was announced by Dr. Martin J. 
Lydon, president. 

Of the amount, $1000 will be used 
annually as a memorial scholarship in 
the name of Harold T. N. Smith, a 
founder of the sponsoring company, to 
be allocated to a student enrolled in the 
Leather Engineering department de- 
pendent upon his ability and need, 


Steps Taken on Coast to Form 
A Children’s Shoe Guild 


Los ANGELES—What could prove to 
be an important force in shoe retailing 
was given a push toward organization 
this month. A group of about 40 chil- 
dren’s shoe retailers and manufacturers 
representatives met at the Alexandria 
Hotel to discuss the formation of a 
Children’s Shoe Guild, with membership 
limited to those retailers who sell 
youngsters’ shoes exclusively. 

Moving force for the organization 
and the man who called the meeting 
was Harry Gluckman, owner of the 
seven-store chain of Children’s Boot- 
eries. Also present was Abe Greenberg, 
dean of specialty shoe stores on the 
West Coast. 

Mr. Gluckman felt that since a chil- 
dren’s shoe salesman was a specialist, 
who solved fitting problems not common 
to other retailers, and since a child 
specialty shop carried a far larger 
range of sizes than other stores, exist- 
ing trade organizations did not properly 
represent this phase of the shoe busi- 
ness. 

Discussion covered the possibilities 
that combined buying power would re- 
sult in lower wholesale costs and re- 
serve certain exclusive style patterns 
for group members. 

Mr. Gluckman said only 10 per cent 
of the children’s shoes sold were of the 
higher grades; 90 per cent of the mar- 
ket still bought in the low-end price 
group. Retailers agreed that by con- 
certed action, backed by a financially 
strong sponsoring organization, many 
parents could be induced to upgrade 
buying. 

Action towards organization was 
taken by appointing a seven-man com- 
mittee to write tentative tables of or- 
ganization, as well as to survey the 
financial picture and turn in definite 
recommendations. Another general 
meeting has been scheduled to hear the 
committee’s report. 





Great Lakes Shoe Company 
Appoints New Sales Manager 





Ralph J. Hartman, who has been named 

sales manager of the Great Lakes Shoe 

Company, Oconto, Wis. He succeeds 
rthur $. Adams, who is retiring. 
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CHARLES McKINNEY 


MAYNARD, MASS.—Three new sales 
representatives have joined the Foot 
Flairs sales force according to Philip 
G. Shank, sales manager. 

Charles McKinney, until recently 
with Brown Shoe Company, resides in 
Austin, Tex., and will travel Texas, 
Louisiana and southern Oklahoma. 
Norman Canty will call on Foot Flairs 
accounts in Illinois, Wisconsin, Min- 
nesota and Northern Iowa. Mr. Canty 


NORMAN CANTY 





JOHN MecMILLIN 


lives in Oak Park Ill, and was pre- 
viously associated with Oomphies in 
the same territory. John McMillin lives 
in Nashville and he will cover Missis- 
sippi, Alabama, Tennessee, Northern 
Florida and parts of Kentucky. He was 
formerly associated with Somersworth 
Shoe and also American Girl, 
Eighteen salesmen attended the re- 
cent semi-annual Foot Flairs  con- 
ference at Hotel Somerset in Boston. 





Posner Shoe 36-Year Man 
Named Assistant to President 


New York—Max Ermoloff, who has 
been associated for the past 36 years 
with the Dr. Posner Shoe Company, 
Inc., manufacturers of scientific shoes 
for children since 1888, has been ap- 
pointed assistant to the president, in 
charge of factory quality control and 
styling, it was announced by Herbert 
Posner, president of the firm. 





MAX ERMOLOFF 


Mr, Ermoloff has played an im- 
portant role in developing an increasing 
market for quality children’s shoes for 
independent dealers, and has been re- 
sponsible for the development of many 
substantial retail operations by quality 
children’s shoe specialists, 

To better serve the customers in the 
local area that he has built up over 
the years, Mr. Ermoloff has appointed 
Edward Benowich as his assistant, 
to look after the many dealers he has 
been serving. 
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Union Bay State Chemical 
Changes Corporate Name 


CAMBRIDGE, MAss.—-U B S Chemical 
Corporation has become the new corpo- 
rate name of the Union Bay State 
Chemical Company, Ine. 

Observations made over a long pe- 
riod indicated that the company had 
become known and referred to as 
“U B S Chemical’’ or simply as 
“U BS.” The long familiar trademark 





CHARLES GLYNN 


of the white letters “U B 8” in the red 
block will be retained as an important 
part of the company’s official sig- 
nature, 

P, W. Atwood, president of the com- 
pany, announced plans for construction 
of a new plant in the Greenville met- 
ropolitan area at Mauldin, S. C. The 
first phase of construction will consist 
of sales offices, packaging, warshous- 
ing facilities and research and devel- 
opment laboratory. 

The building will be modern ma- 


sonry construction, using native South 
Carolina face brick, concrete floors on 
grade with structural steel roof struc- 
ture. The plant will be completely 
sprinkled and offices and laboratory 
will be air conditioned. 

At the same time, the company an- 
nounced that Charles V. Glynn, of 
Westwood, Mass., has been appointed 
assistant treasurer and controller. Mr. 
Glynn received a Bachelor of Science 
degree from the University of Rhode 
Island, after majoring in accounting in 
1940. The certificate of Certified Pub- 
lic Accountant was issued to him by 
the state of Rhode Island in 1951. 

He was formerly affiliated with the 
firm of Haskins and Sells in the Provi- 
dence, R. I., office from 1946 to 19538 
and with the Boston office of the same 
firm from 1958-1956. 

He is a member of the American In- 
stitute of Accountants, the Rhode 
Island Society of Certified Public Ac- 
countants and the Massachusetts Soci- 
ety of Certified Public Accountants, 


International Shoe Company 
To Close Poplar Bluff Plant 


St. Lours—International Shoe Com- 
pany will close its Cedar plant at Pop- 
lar Bluff shortly, it was announced 
recently by James Lee Johnson, vice- 
president. 

The decision to close the plant, which 
manufactures a line of juvenile welt 
shoes, was based on the availability of 
other facilities where this line of shoes 
can be produced more economically, Mr, 
Johnson explained. The company does 
not intend to curtail its production of 
this type of shoes, 

About 800 employees will be affected 
by the closing. 

Normally, eligible employees would 
take their vacations during the two- 
week period from May 28 through June 
9. However, if employees decide to work 
through this vacation period, then all 
work now in process would be com- 
pleted at an earlier date than now 
acheduled. Eligible employees would 
then receive vacation checks at the time 
operations in their particular depart- 
ments were completed and they left 
their jobs. 

International began producing a line 
of juvenile welts in the Cedar plant in 
late 1952, Before that the plant manu- 
factured a line of shoes now made at 
the Merva plant (Poplar Bluff) as well 
as shoes for the U. 8S. Army. 


Pied Piper Appoints Owen 


Wausau, Wis-Richard M. Owen 
has been appointed sales representative 
for the Pied Piper Shoe Company in 
the southeastern territory. 

Mr. Owen is a member of the famous 
Owen family of shoe people. His father, 
three uncles and two aunts as well as 
cousina and other relatives are engaged 
in the shoe industry. 
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super 
flexible — 
super light — 


SIRE 
BALLETS 


IN STOCK 
FOR IMMEDIATE 
DELIVERY 


Hand-lasted, air-foom cushioned ballets of finest garment 
leathers. Fully lined, full chrome soles. Black or white leather, 
dyeable white satin and gold or silver mesh. Net f.0.b. Boston, 


BERNED SHOE CO. 


Manufacturers ¢ Distributors 
207 Essex St., Boston 11, Mass. 











Don't get twisted up on the 
time to have your Window 
Trim in on nationally ad- 
vertised DR. SCHOLL’S 
FOOT COMFORT WEEK! 
Be sure to get in your dis- 
play of Dr, Scholl’s not later 
than Saturday, June 23rd! 


VEER (161k 





FOOT COMFORT WEEK 





June 23 to 30 


* Foot Comfort Reg, U.&, Pat, Off. 
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WELLCO SHOE CORP. 
Waynesville, N, C. 
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MANUFACTURER'S ADVERTISING 
and Merchandising Plans 


. . « And in EVERY Issue of 
BOOT AND SHOE RECORDER 


WATCH FOR IT! 
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Huskies Names Distributors 


New York — Huskies Distributors, 
Inc., Honesdale, Pa. was appointed 
Hussco Shoe Company distributor for 
eastern Pennsylvania, Maryland, Dela- 
ware and Washington, D. C., it was 
announced by William Manowitz, presi- 
dent of Hussco, 

Huskies Distributors, Inc., is headed 
by Robert E, Comins, Pittsburgh. 

Another distributor appointment is 
Harbeck Footwear, Inc., of Sioux City, 
In. Its territory comprises western 
lowa, South Dakota and Nebraska. 

Fred Harbeck heads Harbeck Foot- 
wear, 


Shoe Group Catholic Charity 


Drive Entering Home Stretch 


New York—The Shoe and Leather 
Industry Committee for the 1956 Cath- 
olie Charities Campaign in the arch- 
diocese of New York is entering the 
home stretch in the solicitation of funds 
to support hospitals, child-care inatitu- 
tions and other welfare activities, it 
was announced, 

Louis B, Keane, of the A. 8S, Beck 
Shoe Corporation, and chairman of the 
group, expected that the quota would 
be reached in the next few weeks. 

The Shoe and Leather Committee con- 
sista, in addition to Mr, Keane, as chair- 
man, of Dominick J, Calderazo, Thomas 
F, Callahan, Jesse Holmes, Larry 
Horan and James V. MeGlynn, all vice- 








chairmen, and also the following 

Gerard A. Burke, George K. Burns, 
Vincent DeLiso, George A. Ecclesine, 
Lester R. Fallon, Raymond L. Fitz- 
gerald, Patrick T. Gabriel, John Getty, 
O. E. Koskinson, Anthony Kossman, 
Joseph Marren, John J. Moran, Arthur 
McMahon, Nathaniel J, MceManua, Pat- 
rick G. Pisano, Ernest Rainey, John J. 
Reilly, Joseph V. Roxe, Robert Semi- 
nara, and Joseph T. Welsh, 


General Shoe to Lease 
Warehouse in Chapel Hill 


NASHVILLE, TENN, — General Shoe 
Corporation has joined hands with the 
Industrial Development Committee of 
Chapel Hill for the erection of an 189,- 
000-aquare-foot warehouse in that city 
to be leased to General Shoe for 25 
years, it was announced here, by Henry 
W. Boyd, Jr., president of General and 
W. P. Hurt, chairman of the develop- 
ment committee, 

A recent referendum in Chapel Hill 
approved a $1 million bond issue for 
the nroject with the rental-under-lease 
provision, which General Shoe has the 
option to expand, 

Mr. Boyd said it is too early to eati- 
mate the number of persons who will 
be employed. Sharing in the task of 
working out the plans for the project, 
aside from General Shoe personnel, 
and in addition to Mr, Hurt, were A, C. 
Bigger, P. P. Maxwell and Walter 
Stammer, 


Boot and Shoe Recorder 












World-famous dance shoes & ° op mene 
of the stars with the finest #° °°. PP" 
IN-STOCK SERVICE] |... 


IN THE INDUSTRY! e Tap Shoes 


Write for catalog or visit our showroome—today 
















HOLLYWOOD 
sani- white 





SELLING PREMIUM WHITE 
SHOE CLEANER IN THE NATION!! 





THEATRICAL FOOTWEAR & ACCESSORIES 
130 Weat 46th Street, New York 36 A aie JUdson 60113 


Crull, with International 24 Years, Retires in August 


St. Louts—Hugh M. Crull, manager 
of the women's general style depart- 
ment of International Shoe Company 
for the past 24 years, will retire from 
the company in August, it was an- 
nounced by M. R. Chambers, general 
merchandise manager of the women's 
division, 





HUGH M, CRULL 


Mr, Crull jeined International in 
1928 as atyle and sales promotion 
manager at the company's North 


Market Street plant in St, Louis, Three 
years later he was transferred to the 
Peters Shoe Company as merchandise 
manager, In 1982 he was named to his 
present position, 


30¢ 
Fatr-Traded 
Bast of the 
Misstesippi 








Under Mr. Crull’s direction, the 
company developed and produced the 
Hu-Val plastic sole during World War 
II, enabling International to produce 
an additional 6,000 pairs of women’s 
shoes daily in spite of the searcity of 
sole leather. He also developed an arch 
cushion sold under the trade name 
Heel Latch. This cushion is still widely 
used in the company’s four general line 
branches—Peters, Roberts, Johnson & 
Rand, Friedman-Shelby and Sundial. 

Mr. Crull organized the School of 
Shoe Designing at the School of Fine 
Arts, Washington University, sponsor 
ed by the St. Louis Shoe Manufacturers 
Association, He served as instructor 
when the course became part of the 
school’s curriculum seven years ago. 

Mr, Crull, with his wife and two 
sons, aged 13 and 20, plans to move to 
Vero Beach, Florida, following his 
retirement from International,  Al- 
though detaila are aa yet indefinite, 
Mr, Crull plana eventually to become 
associated with the retail shoe business 
in Florida, 


Commonwealth Appoints Grey 


WHITMAN, MAss,— The Common 
wealth Shoe Company announced the 
appointment of Grey Advertising 
Agency, effective July 1, to handle ad 
vertising for ita line of shoea which 
includes Bostonians, Footaavers, Mana- 
fielda and Bostonian Jra, 
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Steen to Represent Respro 
Division in New England 


CRANSTON, R, I.—Seamon Steen, of 
Boston, has been appointed New En- 
gland sales representative of the Res- 
pro division of The General Tire & 
Rubber Company, the company an- 
nounced, Mr. Steen will handle sales 
of Respro products to the shoe industry. 

Leonard Banash and Elliott 0, Nye 
will assist Mr, Steen in certain sections 
of New England, 

Mr, Steen has handled shoe materials 
in the New England area for a, number 
of years, and has a thorough back- 
ground and knowledge of the require. 
menta of the shoe trade in New 
England, 

Respro officials stated that the move 
was made to provide improved service 
to the New England shoe industry, and 
in the interests of closer relationships 
between Respro and the New England 
shoe trade, 


Building Plant for Overshoes 


Mippe.port, N, Y.—Plaatimold, Ine., 
is building a 15,000 square foot plant 
in thie Western New York community 
for the production of molded plastic 
overshoes for men and women, 

The plant will eventually employ 150 
persona and is expected to start opera- 
tions Auguat 1, The $100,000 plant is 
being built by the Shurgour and Bacon 
Conatruction Co,, Medina, N. Y. 
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“RUGGIES" 
“RUGGIE-ETTES" 
Fine Juvenile Goodyear Welt & Cement Shoes 
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WILLIAM E. MAREK 
Owner 
FOOT-S0-PORT SHOE STORE 
Grand Junction, Colorado 


Mr. Marek has been a member of 
the Foot-so-Port organization for a 
long time. He got his start selling 
shoes in Chicago in 1935. Became 
manager of Phoenix, Arizona store 
in 1940 and Los Angeles store in 
1948, Then his big opportunity 
came. He moved to Grand Junction, 
Colorado in March 1950 to take over 
ownership of Foot-so-Port store. 


Mr. Marek says: “The success of 
one man depends upon the help 
received from many . . . the coop- 
eration I receive from Foot-so-Port 
Shoe Company and the many very 
fine staff members, the guidance, ad- 
vice, business analysis, bookkeeping 
service, advertising, promotions, etc. 
-+. all of this puts my mind at ease 
to concentrate on selling Foot-so- 
Port shoes. It’s like having a full 
staff of top notch men in your em- 
ploy, with no overhead cost to the 
store. How can you possibly fail?” 


x** 


If you are interested in joining the 
Foot-so-Port organization, write for 
your free copy of “The Inside Story 
of Foot-so-Port Shoes” and full de- 
tails concerning an agency in your 
city. There are fre- ' 
quent opportuni- 
ties for manager- 
ial positions among 
dealers who own 
and operate sev- 
eral Foot-so-Port 
Stores. 





He 


FO0T-s9 Por 
SHOES . 






FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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JAMES STEIN 

PorRTLAND, Mé&.— Richard Boothby, 
vice-president of Holmes Stickney, Inc., 
Portland manufacturers of women’s 
shoes, has appointed a father-and-son 
team to sell the line in New Jersey and 
Metropolitan New York. The two new 
salesmen, James and Martin Stein, are 
both well known in that territory, hav- 
ing represented there the C. A. Eaton 
Company of Brockton, Mass. for sev- 
eral years. This line they will continue 
to sell. 

James Stein, the father, started his 
career in the shoe industry by working 


Holmes Stickney Names Father-Son Team 





MARTIN STEIN 


on the bench in various factories in 
the Brockton area. After serving in 
World War I he started selling shoes 
in the territory he now travels. He 
sold the Etonic line for nearly 20 years, 

His son, Martin, was a student at 
St. John’s University prior to entering 
the armed services in 1942. After his 
discharge in 1945, he joined his father 
in selling the same line in the same 
territory. James Stein lives at 665 
East 52nd Street, Brooklyn. His son 
makes his home at 63-14 252nd street, 
Little Neck, N. Y. 





Georgia Shoe Acquires 
Starfit Company of Tennessee 


FiLowery Brancu, GA.—The Georgia 
Shoe Manufacturing Company bought a 
controlling interest in the Starfit Shoe 





Manufacturing Company of Cookes- 
ville, Tenn. 

Personnel will not be affected by the 
change, but production will be altered 
from children’s shoes into boys’ shoes 
| under the brand, Pair-A-Trooper, Jra. 
| The plant will continue to operate un- 
der ita own name. 

Starfit makes the fifth plant operated 
by Georgia Shoe, whose officers are 
Sam Perling and G. W. Bailey. Georgia 
Shoe has moved into a new factory 
with 42,000 square feet of space and 
a production capacity of 5,000 pairs of 
men’s sport and industrial shoes. 
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Foot-so-Port Shows Fall 
Line to Salesmen’s Meeting 


MILWAUKEE—At the most successful 
three-day sales meeting held in the 
companies’ history for representatives 
of the Foot-so-Port and Musebeck Shoe 
companies, Oconomowoc, at the Schroe- 
der Hotel here this spring, saleamen 
received the new fall line with enthu- 
siaem and hailed the unusual merchan- 
dising programs and promotional aids 
presented for retailers, G, E, Muse- 
beck, president, was chairman of the 
meeting. 

Lightweight dress shoe styles for 





women were modeled in a variety of 
patterns, colors and sizes and a pre- 
view was given of both men’s and wo 
men’s shoes which have been added to 
the lines at the suggestion of orthope 
dic physicians and surgeons. The sec- 
ond day of the conference was devoted 
to the presentation of Foot-so-Port 
merchandising programs, covering ad- 
vertising, direct mail promotion, selec- 
tive promotions and public relations 
background work, The new Foot-so- 
Port cooperative package for point-of- 
sale and point-of-purchase merchandis- 
ing was presented in detai] along with 
a model booth for display at state and 
national medical conventions, 


Spivak New Sales Manager 


For Berland Shoe Company 


Sr. Lours—David X. Spivak has re- 
cently been appointed sales manager 
for Berland Shoe Company, I. M. Kay, 
president of the firm, announced, 

Mr. Spivak, until now district mana- 
ger for the Berland West Coast stores, 
ateps into this newly-created position 
to coordinate store operations and de- 
velopment of managerial talent. 

Starting as a salesman in 1925 In 
the firat Allen’s store in Cincinnati, he 
has been a district supervisor for 26 
years, with headquarters in Cleveland, 
Minneapolis and Los Angeles. His 
headquarters henceforth will be in the 
company’s main office in St, Louis, An- 
nouncement of his successor in the 
California area will be made later, 
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Men's WELLINGTON 


> 


IN-STOCK 


NATURAL BRUSHED 
Leather, 21 Iron 
Cork Rubber Sole & 
Heel. Leather Lining. 
Leather Insole 
GOODYEAR WELT 
#79932 

Sizes 6-12, B & D 
Price, $6.60 Net 


IN BLACK SMOOTH Leother as above, oak bend sole, #79934, 


Price $6.65 net 


IN BROWN SMOOTH Leather as above, ook bend sole, 


479935. Price $6.65 net 


FOOT KINGS() make your feet feel good! 


BOYS REG-E-STURD(G) Goodyear welts. Soles guaranteed 4 
months or a new pair free, Widths A to E—Sizes | to 7—Re- 


tail $7.95 


MEN'S FOOT KING) Welts, B to EEE, Retail $7.95-9.95 


A. S. Kreider & 


Dept. 615 


John R, Evans Tannery 
Names Two Superintendents 


CAMDEN, N, J.—Robert Rudolph has 
been appointed production superinten- 
dent and William Wacker, technical su- 





Consulting together about their new 
duties at the Evans tannery are William 
Wacker, left, and Robert Rudolph 


perintendent of the John R. Evans 
tannery here. They will work closely 
together, Mr, Rudolph’s reaponasibility 
being chiefly in scheduling and con- 
trolling the flow of production, and Mr. 
Wacker will be concerned with the 
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Son Co. 


PALMYRA, PA. 





technical processes employed and the 
experimental laboratory work. 

They will be supported by a technical 
committee composed of Winfield §S, 
Wilson, Andrew L, Van Derslice, Ed- 
win Ochs and Wallace Windus. The 
committee is established for pooling 
the company’s best technical talent, 
and the promotion of useful discussion 
and analysis of technical methods and 
problema. These include hand, machine 
and chemical processes, 

The committee will generally con- 
cern itself with other than routine 
matters and will be reaponaible to R. 
Gwynne Stout, chairman of the board. 


Sales Staff of Two Divisions 
Augmented by Wohl Shoe 


St, Lours—Wohl Shoe Company has 
added seven saleamen to ita Natural 
Poise-Petite Deb Division and three 
men to ita Jaequeline-Connie-Paris 
Fashion Division to compensate for 
continued expansion and to assure 
continued top service to ita retailers, 
it was announced recently by Eugene 
J. Roessel, general manager of the 
company's wholesale division, 

The three new Jacqueline-Connie- 
Paria Fashion Division salea repre- 
sentatives are E, J, Crosaman, who 
will cover Idaho, Montana, eastern 
Washington, Oregon and northern 
Wyoming; Warne May, Kentucky and 
Tennessee; and Richard Netteler, 
northern California, 

The seven Natural Poise-Petite Deb 


One of America’s Fits Resources for 
* SAMPLES © 
* JOB LOTS ia 


IDEAL FOR it 
Cancellation Stores 
Drive Ins | 7 
Bargain Basements 
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25th Anniversary 
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Division salesmen and their territories 
are Vince Coupe, Chicago and vicinity, 


and Wisconsin; Al Fortie, western 
Washington, western Oregon, northern 
California and Nevada; Cy Haskin, 
Pennsylvania; Waldo Storey, Alabama, 
Mississippi and northwest Florida; Joe 
Suddath, Louisiana and eastern Texas; 
Ken Taylor, Delaware, Maryland, Vir- 
ginia and western Virginia; and Joe 
Zieverink, Florida and Georgia. 





G. H, Bass & Company Names 
Smith to Midwestern Area 





Gienn Smith has joined the sales stoff 
of G. H. Bass & Company, Wilton, Me., 
manufacturers of Bass outdoor footwear, 
In his new connection, Mr. Smith will 
cover Missouri, Kansas, Nebraska and 
lowa, succeeding the late James Duval. 








YOU CAN DEPEND OX Goifen/ ATH FoTWEAR 


Top Quality Littleway 


Lively Stepper 


* Top quality 
White Elk 

* Gothalite 
Wear-Rite 
Leather 
Shade Sole 

* Regulation 
10/8 Majorette 
Heel 

GIRLS 4/9 


$5.60 





Style No. 6020 


MAJORETTE BOOT 


NO 


. + on fine shoes, 
DELAY | drive-ins salir ened 
WE a and from the best 
SHIP | s shoe known makers 
TODAY | promotion are in line with 
| buyers our nationwide 
MISSES 12/3 reputation 
$5.00 for values! 





INFANT 
SIZES 4/8 


$325 








Charles Shipley, International 
Plant Superintendent, Retires 


St. Lovis—Charles W. Shipley, 
superintendent of International Shoe 
Company's Hermann, Mo., plant for 
the past 14 years, retired June 1, it 
was announced by R. E. King, general 
superintendent of juvenile manufac- 
turing plants. 





CHARLES W. SHIPLEY 


Mr. Shipley, a veteran of 47 years 
with International, began his career 


114 


GOODYEAR STITCHED—STYLE NO. 809 


CHILOREN 
SIZES 8'/,/12 


2/10 net 20 F.0.8 Binghamton, N. Y., less than 6 pr. 25¢ per pr. extra 


Write for p ond . (Semples must be retained.) 
eenatebterere of 
BOWLING . FOOTBALL + SASKETBALL . BASEBALL 


ROLLER SKATE OUTFITS 


GOTHAM SHOE MFG. CO., Binghamton, N. Y; | 


$3360 





with the company in 1909 at the Glas- 
gow plant in St. Louis. Later he trans- 
ferred to the Madison plant, also in 
St. Louis, and in 1918 entered the U.S 
Navy. After leaving the service, he 
worked at the company’s Fort Dodge 
plant until 1921, when he was promoted 
to foreman and transferred to the Glas- 
gow plant. 

Three years later he moved to Her- 
mann, where he continued as foreman 
until named superintendent in 1942. 
The Hermann plant manufactures 
Poll-Parrot, Weather-Bird and Red 
Goose shoes for childten. 

Mr. Shipley comes from a family of 
shoe manufacturers. His two brothers 
have been actively engaged in making 
shoes for International for many years. 
An older brother, George Shipley, re- 
tired in 1948 as superintendent of In- 
ternational’s Olney, IIl., plant, and an- 
other brother, Delmar Shipley, is now 
foreman of the stock fitting room at 
the company’s Cedar plant at Popular 
Bluff, Mo. 

Mr. and Mrs. Shipley plan to con- 
tinue to make their home in Hermann, 
from where Mr. Shipley hopes to devote 
more time to fishing and hunting. 


Bureau Led by NSTA Head 


New York—Ray C. Randall of Cin- 
cinnati, president of the National Shoe 
Traveler's Association, assumed the 
presidency of the Bureau of Salesmen’s 
National Associations, effective June 1. 








We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


shoe stores, 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You 


| M. K. WEIL Shoe Company 


1215 Washington Ave. 
Sample Rooms: los Angeles «+ 



































Our prices 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


“While in Town See Weil” 
Saint Louis % Mo. 
New York 


He succeeds Alfred J. Feinberg of 
Cleveland, who is president of the Na- 
tional Association of Men's Apparel 
Clubs. 


Wolff-Tober Elects Slate 


Sr. Lovuis—William Wolff has been 
elected to the new post of executive 
vice-president of Wolff-Tober Shoe 
Manufacturing Company, and also, to 
the board of Carmo Shoe Company and 
Deb Shoe Company, subsidiaries of 
Wolff-Tober. 

Mr. Wolff has been connected with 
these companies for several years and 
has been active in the St. Louis Shoe 
Manufacturers Association. 

Jack I. Kaplan, sales manager of 
Carmo, and Jack Altman, vice-presi- 
dent of Deb, were elected executive 
vice-presidents of these concerns, re- 
spectively. These are new posts, Mr. 
Kaplan was made a vice-president of 
Deb. Raymond Kohn waa elected a 
vice-president of Wolff-Tober in addi- 
tion to his duties as sales manager and 
was elected to the directors’ board, 

William Kaplan was elected a direc- 
tor of Carmo Shoe Company. Reelected 
president and treasurer of all three 
companies was Sam Wolff. Karol A, 
Korngold was reelected secretary of all 
three. Abe E. Tober retired as chair- 
man and as board member of all three 
concerns. Mr. Wolff bought the hold- 
ings of Mr. Tober in the three com- 
panies earlier in 1956, 
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LIVERMORE FALLS, ME.—Henry Nunn, 
former head of Nunn-Bush Shoe Com- 
pany will be the guest speaker, June 
16, at the combined profit-sharing dis- 
tribution and second birthday obser- 
vance of the Livermore Shoe Company 
here. The event, one of the biggest 
in the town’s history, will be attended 
by approximately 1,000 persons, includ- 
ing 750 company employes, in addition 
to many local and state officials, along 





HENRY NUNN 


with invited members of the shoe and 
leather industry from all over the coun- 
try. 

Henry Nunn, who in 1934 inaugu- 
rated the “share-the-production” plan 
which brought international focus on 
his company as a progressive innova- 





Livermore Shoe Observes First Full Profit-Sharing 


tion which “guaranteed” employment 
and earnings to workers, will speak on 
the subject of “Partners In Industry.” 

The company’s 750 employes wil] 
share $43,000 in company profits. The 
profit-sharing distribution is on a twice- 
a-year basis. This is the company’s first 
full-scale profit-sharing distribution 
since the plan was inaugurated last 
fall. 

Livermore Shoe Company, which be- 
gan production two years ago in its 
newly-constructed plant, has shown 
spectacular growth, becoming one of 
the largest shoe producers in the state 
of Maine. 

Ted Poland heads the company and 
also the parent firm of Sudbury Foot- 
wear, Ine 


Town & Country on the Air 


St. Louis—Vergil C. Lipscomb, pres- 
ident of Town & Country Shoes, was 
guest speaker on KMOX St. Louis, 
when the station honored his company 
with a chapter in the St. Louis Story, 
a program honoring that city’s indus 
tries. 

In his speech, Mr. Lipscomb attrib- 
uted the success of Town & Country's 
operation to the serious efforts of the 


company’s fashion department, lined 
up with close attention to quality and 
comfort. Mr. Lipscomb said, “We 


firmly believe that shoes are bought to 
go with clothes, and good shoes should 
be designed with a woman’s wardrobe 
in mind,” 





Tweedie Traveler Adds A Dash of Comfort 





Clyde Logan, Ohio, Michigan and West Virginia representative for Tweedie Foot- 
wear, donned Bermuda shorts to cut a caper at the Ohio and Michigan Shoe Shows. 


In the captive audience are, left to right, 


orma Bowlen and Tom Carton of Carton's 


of Coshocton, O., which has operated successfully there for the past 48 years, 
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model Alice Cameron. 





| July delivery, 
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CUSHION-SOLE 
CASUALS 


«+» the big news for Spring and Summer 
. « » this popular finger-gore style in 
soft, pliable elk with buoyant 
l2-iron cushion crepe sole. 
Retails profitably at $4.95, 
Order Now for June and 






Tan or Brown, Case runs of 12, 18 and 36 pair 
size runs 6-11. Minimum order 12 pair, 
Write for Catalog and Price List 


HUBER stirrer co., aviston, 
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ACROBATIC SANDALS 


AND WOMEN, 
ALSO SIZES KOR MEN 


FIOLLYWOOD PRODUCTS, INC. 


Factory: 288 No. High $t., Columbus 16, Ohio 
ee P. re 628 


SIZES FOR CHILDREN 
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LEOTARDS 
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LEOTARDS AND TIGHTS 


WhirleaWeve Leotards, Durene yarn, zipoer bach 


fastener, Children: Short sleeve, $2.15; long 
sleeve, $2.50, Adults: Short sleeve, $2.35; long 
sleeve, $2.75. Give sizes when ordering, 


A. Chatila and Company 
6719 18th Avenue, Bklyn., N.Y, 
MANUFACTURERS OF BETTER DANCEWEAR 

















TO 


is 


ORTHOPEDIC FOOTWEAR 


TARSO PRONATOR SHOES® 
—for club feet— 


. . + prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway . Yonkers, WN. Y. 


BOX HANDLERS 
Do You 


ride in a 
HORSE 
drawn 


BUGGY? 


Neither would you climb ladders if you 














knew 
what LONG ARMS will do for you and your store. 


LONG ARMS, the modern way to vet the shoes 
from the high shelves quickly, easily, safely. 
Order several riaht now, Satisfaction guaranteed. 
$3.50 each varcel post prepaid in USA, Specify 
handle lencths you want—24” to 60” and if 
for men's or women's boxes, 

Your findings jobber or 


CARL BEEMAN 
Cedar Heights Rood Stamford, Conn 
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FOR OVER 41 YEARS 
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CANCELLATION 


STORES 


Quolity Brands Lowest Prices 
Largest Stocks All Price Ranges 


J; ne be ee 


For Over 41 Years 
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Chiropodists Disenchanted with Customary Designation 


WASHINGTON — The nation’s 6,500 
practicing foot doctors, after nearly 
a half century of being known officially 
as “chiropodists,” may shortly discard 
that title in favor of “podiatrist.” 

At a recent meeting of the National 
Association of Chiropodists, the Execu- 
tive Council proposed that a change 
be made in the association’s by-laws, 
deleting the terms chiropodist and 
chiropody, and replacing them with 
podist and podiatry. It also recom- 
mended that the name of the National 
Association of Chiropodists, which has 
been so called since its founding in 
1912, be changed to the American 
Podiatry Association. 

Reasons for the proposed changes in 


titles, according to the association, is 
that persons interested in public edu- 
cation and health fields do not favor 
the terms chiropodist and chiropody as 
related to foot health matters. 

The term “chiropodist” is said to 
have originated nearly two centuries 
ago by a London foot doctor. It com- 
bines the two terms “chiro” (meaning 
hand) and “podist” (meaning foot), 
and designates one who works on the 
foot with the hands. 

Today, chiropody and chiropodist are 
the dominating terms used by the pro- 
fession. An estimated 85 per cent of 
the foot doctors give it preference, and 
of six recognized colleges, five are 
known as colleges of chiropody. 





Roberts, Johnson & Rand 
Assigns Preston to Northwest 


Str. Lours—Jay F. Preston has been 
appointed sales representative covering 
parts of Washington and Oregon for 


| the Roberts, Johnson & Rand division 








of International Shoe Company. The 
appointment was announced by Percy 
Wendt, men’s and boys’ sales manager 
for the northern division of Roberts, 





JAY F. PRESTON 


Johnson & Rand, Mr. Preston replaces 
Ralph Brooks who resigned, 

Previous to his appointment with 
Roberts, Johnaon & Rand, he traveled 
northern California, western Washing: 
ton, and Oregon for the Wolverine 
Shoe Company, 

He will carry Rand, Randeraft, Star 
Brand, and Official Boy Scout shoes in 
three counties in the state of Washing 
ton and all of Oregon with the excep 
tion of seven counties, 

He will make his headquarters at 
440 Sherlock Building, Portland, Ore 


| Joins Verza Tanning Staff 


Pranopy, MAss.—The Verza Tanning 
Company announced that Vito Cirillo 
has joined its administrative staff and 
will serve in an executive capacity, 
Mr, Cirillo has been associated with 
the leather industry for the past 15 
years, with extensive experience in 
executive capacities, 


Compo Names Wood to Sales 
And Customers Relations Post 


Boston—Walter D. Wood has been 
appointed assistant to the president 
of Compo Shoe Machinery Corpora- 
tion, it has been announced by the 
company's executive head, Charles W. 
O’Conor, His duties will be in the sales 
and customer relations fields, 

Prior to joining Compo, Mr. Wood 





WALTER D, WOOD 


was engaged in sales work for the 
Lincoln Electric Company of Philadel 
phia, Before that he was associated 
with the A. O, Smith Corporation of 
New York; and was at one time vice 
president in charge of sales for the 
Kennedy Valve Manufacturing Com- 
pany, of Elmire, N, Y. He ia a graduate 
of Cornell University, and a member 
of the Engineers’ Club of New York, 


E-J President Reelected 

Enpicott, N, Y.,—-Charles F, John- 
aon, Jr., president and general manager 
of Endicott-Johnson Corporation, was 
reelected at the annual meeting held 
here, All other officers and directors 
were reelected, 

Officers renamed were, vice-presi- 
dents, Lawrence A, Merle, Raymond A, 
Mills and Francia A, Johnson; secre- 
tary and general counsel, Howard A, 
Swartwood, and treasurer, Bruce L, 
Babeock, 


Boot and Shoe Recorder 








Classyfied sx» Want Ads 


SALESMEN WANTED | SALESMEN WANTED SALESMEN WANTED 


BATES SHOE COMPANY WANTS AN EXPERIENCED a 


’ turer has opening in the Middle West for 
MEN'S SALESMAN TO OPEN NEW TERRITORY FOR US | | S:2ucs_Sslortenhls 
creasing his income, Reply will be han- 

died with strictest confidence, 


It is TEXAS. Address Box 535, care BOOT & SHOE RECORDER 
Chestnut & S6th Streets, Philadelphia 39, Pa. 


























This is an opportunity to join a consistently growing organization, a 
member of IS, We work for and with Independent Retailers. We do | \WELL-ESTABLISHED SALESMEN CALL, 
not compete with them ING ON FAMILY SHOE STORES can 
. increase Income $6,000 to $10,000 per year 
selling Short but Strong Line of Nationally 
Bates’ Progress has been built on a solid foundation of good quality Advertised Infants’ and Children’s Shoes, San- 


and fashion in the medium price field. dals and House Slippers, Samples carried in 


one case, Excellent commissions and a steady 


reorder business, CULVER MFG, CO., INC,, 


The man who is to represent us in Texas must be a solid, substantial Erin, Tenn 

individual with the know-how and drive that will get results... We - ALESMEN OPPORTUNITY; Volume 
will consider men who wish to sell our Line along with non-competing Manufacturer of complete Line of Infants’, 
Tt A A if lif Children's and Misses’ Bonwelta and Compoa 
ines or ecessories, you can quail y and want to join a company has several attractive territories open, includ 


ing New England, Upper New York State; St. 
Louis area, Kansas, Arkansas, Louisiana, Large 
in-atock department Nationwide distribution 


BATES SHOE COMPANY, Webster, Massachusetts Fast moving popular priced line. KIDDIE 


7 KUB SHOE CO., Weatminater, Maryland 
Attention: F. E, Ryan 


which can offer you a good future write in confidence to— 


LILINOIS TERRITORY OPEN; Aggressive 


Salesman wanted for an Established Line of 











| Men's and Boys’ Work and Dress Shoes. Guar 


TREADEASY Loh rs | | Sees Sees, cod ceases Vy peep nee 
ou nic e « 
WANTED ences, Reply . Rox $52, Sik aad ehae! ie 


Women's High Grade Shoes, $14.95 caveats Chestnut & S6th Streeta, Philadelphia 
Retail, Wonderful In Stock Department. Territories: Tennessee, Mississippi, Ar- Brtriccos 

SOUTHEAST | | kansas, Lovisiaona—Oklahoma and Kan- SARA, Sees eee ge eee 

i é , e f (Not New ofr 

id | | sas—Maryland, Virginia, West Virginia City), Established Leading Wholesaler of Wo 

| | and Eostern Pennsylvania; also Oregon | jiensant Grumion, Gul aol Chileans Soe 

SOUTHWEST and Washington—to sell well known line Sports, Correctives, to call upon established 

Territories Available of Children's Stitchdowns and Patent = Riga + followin Confide fal. Re iy 

} nan with atrong following onfidentia eply 

States to be arranged | | Straps, Liberal Commissions, Send ref- to Hox 551, Boot and Shoe Recorder, Chestout 

®& Séth Sta, Philadelphia 39, Penna 


P. W. MINOR & SON, INC. | csenna tame tos <cnmnpoaitnith UN SUAL OPPORTUNITY POR SALES 


BATAVIA. N. Y | Box 479, care BOOT & BHOE RECORDER MEN with Department Store contacta, Com 
oN Ts 122) Loeust Street, St. Louis 3, Mo, pact Line of Women's California Proceas—Areh 
| Casuala and Logrollers-—to carry as a sideline 
| Only men with experience need apply, Eaav 


KEY SALESMAN WANTED] § | QO PPORTUNIT Y 1 __ wis promotional items. Reply to Box $s 


Entire Eastern Seaboard south from, and including Hoet and Shoe Reeorder, Cheatnut & S6th 

















Metropolitan New York, open to key man, Sell We boxe several openings for tide line rep: Streets, Philadelohia 39, Penna 
finest Line of well promoted, competitively priced ey re on ote _—_ * ul in Fad An eg SAR uSMEN WANTED; EXCELLENT SIDE 
plastic rainboots (Ladies’, Misses’, Children’s), | | | QyjS% Uo NOnN iw Pree eee ee stabliched for Saleamen with Good Retail Fol 
Salary, expenses and bonus UNLIMITED OP. 6%, commision lus enue, Weiter” one mn ha sell Top Line of Women's and Misses’ 
PORTUNITY, Send comolete details to | . ARLSON i, SALESM SMANAGER Fur Trim Beaded Moceasin lHlouse Slippers 
Hox 558, BOOT and SHOE RECORDER esabniak’| NATI aly L SHOE COMPANY Commission basis, Reautiful item with tremen 
Chestnut & 56th Streets, Philadelphia 39, Pa 529-535 W. Pratt he Baltimore 1, Md, dous appeal. State territory now covering in 
first reply, To Box $44, Root and Shoe Re 











order, Chestnut & 56th Streets, Philadelphia 


| 
| WANTED: A SALES AGENT TO REPRE “0 








SALESMAN WANTED | WSENT A LEADING MANUFACTURER Penna 

To carry Line of Children's, Pre-Weits and Ce. | im the sale of quarterlining and socklining in I ARE OPPORTUNITY FOR RIGHT MAN 
ments, Luther Brand, Stock and Make Uns: Com- | Maine and New Hampshire, Prefer a resident North and South Carolina, We have a 
mission basis, Can be carried with non-confileting of Maine, Straight commission, When writing current high sales volume in territory Large 
Line, Established territories: Oklahoma, and State please give referencea of at least three shoe Wholesaler with complete line of Women’s and 
of Texas, Reply, with references, penis hr Alao advise what other lines small Line of Children’s apes da aye free 
are handled and what experience, if any, in the to man with proven record of sales and ability 

THE KEPNER SCOTT SHOE co. INC sale of linings, Address: Hox No, 545, care of | Your reply will be handled confidentially Reply 
Orwigsburg, Pa. | Hoot and Shoe Recorder, 10 High Street, Hos to Box $54, Boot and Shoe Recorder, Cheetnut 

' ton 10, Masa & Séth Streets, Philadelphia 39, Penna 








CLASSIFIED ADVERTISING RATES 


The rate for socerrared Oe egenied advertising is 20 cents a word under any of our classified headings, Minimum amount 
accepted 18 words, hen a box suaker ia desired, 12 words must be added for this and charged at the word rate, 
If advertiser's own name nd address is used, count each word (street number is one word) at word rate, Classified adver: 
tising is payable in advance, Send check or money order with your copy. No accounts are opened for classified advertising 
except for regular advertisers on contract, 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 46 words per inoh, 
Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—Séth & Chestnut Streets, Philadelphia 39, Pa. 
ALL ADS MUST BE ON HAND 20 DAYS PRIOR TO PUBLICATION DATE 
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SIDELINE SALESMAN WTD. 


FOR SALE 








’ 
for INFANTS’ SHOES and OXFORDS 
Compact Line of 5 basic 27 3/9, thot set 
new soles record, a but few yeors on 
the morket. Retails $1.98. Commission—8%. 
if you thoroughly cover your own territory, 
this is an extra good chence for extra good 


earnings 
A SHOE MFG. COMPANY, INC. 
Tennessee 





FOR SALE — SHOE FACTORY 


Los Angeles Manufacturer of Men's and 
Women's Casuals will sell plant fully 
equipped $32,500 full price — $10,000 
down. Established 9 years. 


Address Box 547, care BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








WANTED SIDELINE MAN 


Te sell Miller Shoe Trees and Cordo-Hyde Lacing 
to Men's Retail Stores and Jobbers in South East 
United States, Texas, Oklahoma, Arkansas, Louisi- 
ana, Mississippi, Alabama, Georgia, North Caro- 
lina, South Carolina, Virginia, West Virginia. 
Write for full particulars. 








0. A. MILLER COMPANY, Plymouth, New Hampshire 





IDELINE: Make $50.00 Weekly selling our 

Do-It-Yourself Sign Making Kits. Your cus 
tomers will appreciate this mg ne Write for 
circular. Sales Kit and order blanks furnished 
at no cost to you. — SERVICE CO., 
Box 461, Napoleon, 


HOE ORNAMENTS, BOWS AND FOO’ 
SOX. Pocket size samples. Manufacturer 
offers highest commission. Reply to Box 556, 








Boot aud Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 
PPORTUNITY FOR ACTIVE SALES 


MEN to carry one-grip sideline for Manu 
facturer of Outstanding Children's Shoes. Com 
plete Line of Popular Price, High Quality 
Compos and Bonwelts, Excellent Customer ac 
ceptance and mail reorders, Prompt instock 





service; Protected territories, 6% commis 
sion. Reply in strict confidence and detail to 
KESSLER SHOE MPG. CO., INC., West 
minster, Maryland 
AN 1 ED SIDELINE SALE SMAN to 
carry short Line of Men's and Women’s 


Leather Compo Slippers. Territories open: Ohio, 
Michigan, Ilinois, Wisconsin, Minnesota, North 
Dakota, South Dakota. Reply to Box 557, Boot 
& Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna 


MERCHANTS’ NEEDS 











Accepted throughout the entire 
shoe industry as the most accu- 
rate and practical foot measur- 
ing device for proper shoe fitting. 


ALL MODELS $15* 
*Available at special cooperative price 
if ordered through certain shoe manutac- 
turers. For this list and full details write to 














GOVERNMENT SURPLUS 


Half Soles — Black Composition. Size 12. 
Made by Leading Manufacturers. 


HARRIS MACHINERY CO. 
Minneapolis 14, Minn. 











HOE STORE FOR SALE, ESTABLISHED 


1912. Five-year Lease. Will sell at below 
inventory price. Reason, advanced age, ECON 
OMY SH Ee STORE, Elyria, Ohio. 
WOMEN's SHOES, DOWNTOWN “ST 

PETERSBURG, FLORIDA. $60,000 gross, 
fine potential. $6,000 plus inventory, DOWL 
ING, Realtor, 27 6th Street, No., St. Peters 
burg. 


1875 Pairs of Na- 
1050 
Pairs 


U RPLU s SACRIFICE 

tionally Advertised White Baby Shoes. 
Pairs size 5, 350 Pairs size 5%, 475 
size 6. All are perfect and cleanly boxed. Re 
tail at $3.50 pair. Asking $1.00 pair. Small 
orders filled. Reply to Box 550, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
19, Penna. 





HELP WANTED 


UYVER-MANAGER: Leading Retailer Seek 

ing Experienced Buyer-Manager for Large 
High Fashion Ladies’ Shoe Store, located in 
Chicago. Write stating Full Details of Ex 
verience, etc. Reply to Box 554, Boot and Shoe 
ecorder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





ANTED: YOUNG, AGGRE SSIVE “SHOE 
MAN for small Chain of Department Stores 
rating in small towns in the South, REPLY 
OX #217, Lawrenceville, Virginia. 


Hartnett Tanning Employes 
Share in Company Profits 


AYER, MAss.—Employes of the Hart- 
nett Tanning Company, here, on June 
6 received $141,971 as their share of 
company profits for the recently ended 
six-month period. 

Two hundred and sixty-four co-work- 
ers shared in the distribution, the 
twenty-first since the plan was inaugu- 
rated in 1945 and since which time a 
total of $1,251,519 has been distributed, 
according to Kivie Kaplan, president 
and general manager of the company, 
which operates as a division of the 
Colonial Tanning Company. 

Speaking at the meeting at which the 
distribution was announced, Mr, Kap- 
lan expressed his pride in “the skills, 
enthusiasm, loyalty and fine community 
reputation of the people of Hartnett 
Tanning Company. The ability of our 
tannery co-workers to produce qual- 
ity leathers and coordinate their efforts 
in cooperation with the Colonial Tan- 
ning Company sales organization, is 
the solid foundation on which our busi- 
ness rests,” he said. 


| WANTED TO PURCHASE 
| 


« closeouts 

e surplus 

¢ discontinued 
lines 


¢ complete stores 





inc, ¢ BE 3-7290 
146 DUANE ST., N. Y.C. 








WE PAY CASH 
for your 
¢ SURPLUS STOCK 
¢ DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's * Children's 


| BARSH & CO. "ait: {5 


Write or PHONE - MA 7-1666 








MORRIS BAYROFF 
Cormeste & am S| M & R 8 Shee Ce. 


187 DUANE § st. NYC. 
Telephone Rictor 2-4249 


Highest Prices Paid for 
Complete Stores & Closeouts 





MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767) 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 see 7 ST. NEW yous 7, N.Y. 
Telephone WOrth 2-2616 











Cements in Pro-tek-tiv Line 

READING, PA.—-Cement lines of the 
Curtis-Stephens-Embry Company here 
were incorporated into the line bearing 
the Pro-tek-tiv brand, the company an- 
nounced, 

The cements, formerly part of the 
Modern Age line, will retail for $1 less 
than the regular Pro-tek-tiv welts, 
whose prices remain unchanged. 


Boot and Shoe Recorder 











WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 









THE MATION’S FinasT 
CANCELLATION SHOES 





BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7, N.Y. + Tel: WOrth 251809 










WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 


ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 








120 No. 4th St. Phila. 6, Pa. 





RECTOR 2-4170-4171 











Max L. Meltzer, Pres. 


WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 





Ivanhoe 1-9830 








SAM CAMITTA & SONS 


Foremost Cash Bu 





YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


95 Reade St., New York 13, N. Y. 
COrtlandt 7-6378-9 


ers of Fine Shoe Jobs Since 1906 


Surplus Stocks © Closeouts ¢ ea Stocks © Your Name and Brand Protected 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 

132 Ne. 4th $¢. Phila, 6, Pe. 
Phone: LO 35-9633 





WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE AF yaw YORK 7, N.Y. 
RALPH VOGEL 























Topic of the Day 
WHO CAN 


UNCLE LOUIS’ 
PRICES... 


For the answerphone or write 


LOUIS CAMITTA & SON 
1 READE 8T., NEW YORK, W. Y. 











dune 15, 1956 








CASH 
PRICES 


100 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fan ae- 
tlen . « . quality men's, 
women's and children’s shoes, 


e FOR OVER 41 YEARS 


MOSINGER-COHN 
































FOR CASH 
V Quality Shoes \ Complete Stores 


v¥ CLOSEOUTS OR SURPLUS 


from Mfgr. or Retailer 
Any Quantity . . . Any Timel 





CE 1-3762 


QUALITY SHOES SINCE 32 
"WHILE IN TOWN SEE WEIL" 





MERCHANTS’ NEEDS 














V ADVERTISING 
} . . 
mY.¥4 Cippigs 


—here's how to get 


More Business! 
Ts: Vincent Edwards Idea Clipping 

Service has over 2000 satisfied users 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on, 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 
eae meet ee ee 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 


342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 











BUY BONDS 





Wg 














MOUNT JOY 


ALSO MAKERS OF 
AMERICA’S MOST POPULAR LINE OF BOYS’ SHOES 


IT’S SHORT...IT‘S POWER PACKED 
IT’S THE “PACKAGE” BOYS SHOE PROMOTION 


Ge 


THE ALL sors AcTion SHOE 


EES; 


eae 


‘GERBERICH-PAYNE SHOE co. 








Earle Linscott Joins Staff 
Of Hood Rubber Company 


WATERTOWN, Mass.—Earle Linscott, 
an experienced shoe man, has been 
made a member of the national account 








EARLE LINSCOTT 
sales staff of Hood Rubber Company. 


From 1936 until 1950, Mr. Linscott 
was engaged in sales work for the 
Hood Rubber Company. Since then he 
has been associated with a shoe com- 
pany in California and, more recently, 
has been general sales manager of a 
Brockton shoe manufacturing firm. 


Blanchard Bro. & Lane 
Names Two Top Officers 


NEWARK, N. J.—Sherwood B. Gay be- 
came chairman of the board and Ed- 
ward §S. Fitzgibbons, president, at a 
recent board of directors meeting of 
Blanchard Bro. & Lane, Inc., tanners. 

Mr. Gay served as president of The 
Tanners’ Council of America, Inc., and 
for several years as a member of the 
board of directors of the council. 

Mr. Fitzgibbons, who was for several 
years executive vice-president of The 
Ashtabula Hide & Leather Company 
and has in recent years served as ex- 
ecutive vice-president of Blanchard 
Bro. & Lane. 

No other changes were made. 








N. Y. Shoe Wholesalers’ Market Week Set 





The committee of the New York Shoe Wholesalers Association, show planning for 
the Market Week and Open House showing of fall and winter shoes, to be held 
in the Duane, Reade, Church Streets and West Broadway area of New York City 
dune 24-27 are, left to right, Lewis Handel, of the Lewis Handel Footwear Cor- 
poration; Jay Thatheim, Wearwell Shoe Company; Mare Ruby, Nu-Way Shoe 
Company, Inc., and Edward Lipkowitz, of Powell & Campbell, Inc., who is also 
chairman of the association. The oversize shoe in the photo is an old advertising 
display made for Powell & Campbell which still adorns Mr. Lipkowlts' office. 


120 


PENNSYLVANIA 


Sylvan Katz Appointed 
Whittemore Sales Manager 


BALTIMORE — Whittemore Brothers 
Corporation, America’s oldest manu- 
facturers and marketers of shoe pol- 





SYLVAN KATZ 
ishes and related products, has an- 
nounced the appointment of Sylvan 


Katz as sales manager, of Whittemore 
Brothers Corporation, producers of 
shoe polishes, the company announced. 

In his new post, Mr. Katz will direct 
Whittemore’s current stepped-up mar- 
keting and promotion program, 
launched several months ago, upon its 
acquisition by Recipe Foods, Inc., of 
Baltimore. 


Cobblers Assigns Siegal 
To New England Area 


Los ANGELES—The appointment of 
Max Siegal as sales representative for 
Cobblers, !ne., was announced by 
Walter Braun, president. Mr. Siegal 
will service the territory of New En- 
gland and upper New York State. 

Prior to his association with Cobb- 
lers, Mr. Siegal worked as buyer-man- 
ager of the shoe departments of the 
H. Scheft Company, Boston, and prior 
to that, at Sage-Allen & Company, 
Hartford. The territory he will service 
has been handled out of Cobbler’s New 
York office. 
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How to engineer 
more sales... 


STOCK 
GODING 
BOOTS 








Engineer’ 











Engineering more sales for 
greater profits is a matter of 
catering to the customer's 
wants, If he’s a field man, you 
can offer him nothing better 
than the Goding “Engineer” 
shown here. 


Like all Goding Boots, the 
“Engineer” features Good- 
year Welt Construction . . 
is rugged enough to take all 
the punishment anyone can 
dish out and come back for 
more. In all sizes for men and 
boys, the Goding “Engineer” 
delivers more wear for less 
money ... with a full mark- 
up for you. 


Write today for free 


full-color catalog of the 
entire Goding Line. 


* 


GOODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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THE PURCHASING AGENT 











...and the SHANKS in his shoes 





122 


When footwear designs have been approved, when production 
plans are being made... the PA’s big job begins. 

He's part of a team... he helps to execute the work of the 
stylist... and must satisfy manufacturing requirements. That's 
why each component of the new shoe must be right . . . for the shoe 
. . . for production. And all this at a price that will not boost 
the final cost-per-pair. 

Quite a few factory Purchasing Agents with sharp eyes for 
real value have found that it pays to consult United on their 

shank problems. A well fitted, well made shank is the backbone 

of the shoe, helping to maintain shoe lines and minimizing 
the annoyance of returns. 








VITA-TEMPERED STEEL SHANKS 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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LOOK FOR THE BRIAR SCARS 
THE HALLMARK OF THE GENUINE 


BRIARHIDE® 1S A REGISTERED 
TRAGEMARK, YOUR GUARANTEE 
OF FINE NATURAL LEATHER... 


IT’S BARRETT’S BRIARHIDE®. . . rugged as the Rockies . . . superbly soft to 
work and wear. Makes a new shoe as comfortable as a pair that have been 

worn for weeks. Where other leathers are sanded and scraped to remove natural 
scars, then embossed with a manufactured grain, Briarhide® comes to you as 


“living leather”. . . with nature’s own superbly tough finish carefully preserved. 


Every Briarhide® boasts authentic briar scars . . . sure proof of lasting wear 
and beauty in the completed shoe. Look for these scars, the trademark of a 


naturally magnificent leather-—BRIARHIDE® 


Made only by 
BARRETT & COMPANY, INC. NEWARK, NEW JERSEY 








No matter how high the temperature, 


growing feet belong in shoes built to offer 
firm support ... built to fit and hold 
their shape, too. Promote these 


(we’ve many others) cool, light styles... 
because there’s no vacation 

from proper foot-protection in summer. 
And no season of all the year 

when you can’t sell Stride Rites! 


THE 


TRIDE NITE 


SHOE 
Green Shoe Mfg. Co., Boston, Mass. 








